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COAL....a growth industry 


Coal production has turned the corner and is headed toward new peaks of 
prosperity. 1955 production of bituminous coal is expected to be up 14.8% 
over the rock-bottom 1954 figure of 392 million tons ... 1975 production, it is 
predicted, will be up 155% to 1 billion tons. Two major industries are respon- 


sible. 


1. Electrical Energy 


The demand for electric energy is growing at a fantastic rate. It requires 0.8 


pounds of coal to produce a kwh of electric energy. 


Atomic energy installations require tremendous quantities of electric power. 
Their demand in 1955 will more than double 1954 consumption. By 1956 the 
demand will be tripled to 61,000,000 kwh. 80% of this energy will be generated 


by coal. 


Industrial and domestic air conditioning and heating; new home construction 
with the increased demand for innumerable electric appliances; and increased 
industrial production through machinery have put every prediction of future 
electric power demands—no matter how optimistic—on the low side. 


The use of coal for electric power—up 10% in 1955—will almost double by 
1960 ... and by 1970 will reach 393.4 million tons. This is more bituminous 


coal than was produced in the United States in 1954, 


2. Steel 


It requires one ton of bituminous coal to produce a ton of steel. The steel indus- 
try increased its ingot capacity from 99 million tons in 1950 to nearly 126 
million tons at the start of 1955. The use of steel is constantly growing. Present 
plans call for further industry expansion. The present outlook is that total steel 
production in 1955 will be over 114 million tons, a new record, according to 


the American Iron and Steel Institute. 


To help increase your sales to this growth industry—advertise your products 
or services in COAL AGE, which reaches the important buying influences at 
the operating headquarters, mines and preparation plants of every worth-while 
coal mining company. Plan now to advertise in the twelve monthly issues of 
COAL AGE and the COAL AGE Mining Guidebook and Buying Directory 


issue, a thirteenth issue. The 1955 edition closes August 8. 
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The T.R. fully paid and A.B.C. Audited ‘1g 
Circulation includes more than 60% of “ 


the Total Industrial Purchasing Power AR) 
of the United States 


You can reach this vast purchasing power at the vital moment when 
purchase is first contemplated if your product descriptive advertising 


is in Thomas Register — 


THE BUYING MAN WHO HAS T.R. RARELY IF EVER 
LOOKS ELSEWHERE FOR “WHERE-TO-BUY” DIRECTION 


11,322 ADVERTISERS USING THE 1955 EDITION HAVE 
FOUND THIS STATEMENT TO BE A FACT! 





96% PAID CIRCULATION 


THOMAS PUBLISHING COMPANY ~* EIGHTH AVENUE + NEW YORK 1, N. Y. 
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of a PENTON publication’s 
Effective Coverage 


Gathering the information for our Continuing 
Census is much like a survey you might make for 
your company. To determine what kind of plant 
it is, we first ask, ““What do they make?” 


They tell us, and we tag it with its proper Standard 
Industrial Classification* (S.I.C.) number or num- 
bers. Now, we know in which product categories 
this plant belongs. 


Next, if there is research or designing activity, it 
will be of special significance to several of our 
publications. 

How big is the plant? Employment figures help 
STEEL, AUTOMATION and NEW EQUIP- 
MENT DIGEST determine whether the plant is 
sufficiently large to justify coverage, or how many 
copies are required to insure adequate coverage. 
Gross sales volume provides an additional yard- 
stick for measuring the plant’s buying power. 
The presence of the designing function, and the 
number of engineers, gives MACHINE DESIGN 
a further means of evaluating the engineering 
activity. 

With the major trend to decentralization, it is im- 
portant to recheck the Company’s other plants. 
(In one case there are 115 separate plant locations.) 


Operations performed provide special interest clues 
for STEEL, FOUNDRY and AUTOMATION. 
Who’s Who? Markets are people after you know 
the plants. This gives us a start on checking 
the people. 

Add it all up and you can see how this Continuing 
Census benefits you as an advertiser. It is just one 
of the many reasons why PENTON publications 
help to make good advertising more effective. 


*All manufacturers use this system in reporting to the U. S. 
Bureau of the Census. 


mw FP Ee. oN 


Publishing Company 


PENTON BUILDING ¢ CLEVELAND 13, OHIO 





‘And look’? the 
media director said, 


one of the 


biggest values 





Product Engineering 


gives us 


Every time you advertise in Product Engineering, there are 31,000 subscribers for you to sell 
... something you can’t do in any other design magazine. 
And, just as importantly, a very large percentage of these subscribers can’t be reached 


through any other design publication. 


That is the significant conclusion to be drawn from a continuing studyof design magazine 
audience duplication, now complete in four: major states and underway in others. 

It means, as over 950 advertisers know, that in selling the giant 

Original Equipment Market at the vital design-engineering level, Product Engineering 
offers exclusive contacts with a very big and important group 


of that market’s most influential buyers. 


And if you ask “How can this be?” in these days of industry censuses, 
buying influence studies, and the like, you come upon the most significant facts of all 
... the ones that really explain why Product Engineering gives you such unmatched 


advertising power in a $30-billion market for parts, materials, components, and finishes. 
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The 31,000 subscribers that pay to read Product Engineering know that their livelihood 

depends upon their ability to design better machinery and equipment, and that Product Engineering 
can help them greatly in doing so. Thus, no matter what their titles, 

no matter how secretly they work and unknown to mailing list houses they may be... 

they ask to be Product Engineering subscribers, and identify themselves as design engineers 

when they do so. And because they do, your advertising 

in this magazine reaches deeply and surely into Design Engineering Headquarters 

everywhere . .. and builds preference for your products with maximum efficiency 

and at lowest cost. Ask your advertising agency for all the reasons 

why Product Engineering has long been the No. 1 advertising medium 


in industry’s great-growth market. 


.. fis its coverage of so many 
design engineers that other 


design magazines don’t reach. 


% STUDY IN AUDIENCE DUPLICATION 


ree Design Publications 


THE MEN 

WHO DESIGN 
Mag." AMERICA'S 
NEW PRODUCTS 
=~ 


44.17 





Product Engineering 


Wy) 


The McGraw-Hill Magazine of Design Engineering 
McGraw-Hill Building, New York 36, New York 
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Diagonal bindings for booklets? 
Revolvator has one, too 

® TO THE EDITOR . . We are inter- 
ested in the write-up on the Day- 
Brite catalog with the diagonal plas- 
tic binding (IM, June, p. 150). 

We received considerable favor- 
able comment last year with our 
Fifty Year Book, a copy of which is 
attached, which utilized this same 
type of binding. In fact, this book 
was awarded an honorable mention 
in the 1955 National Offset Litho- 
graphic Awards Competition and 
Exhibit sponsored by the lithog- 
raphers national association. 

At the time we were discussing 
the book with the printer, 
lined our aims as producing a book 
which would be dignified, in keep- 
ing with the back- 
ground of our company and at the 
same time not “stodgy.” Michael 
Strauss of Bright Lithographing in 
New York, our suggested 
this format and I must admit that 
at the time it was new to me. The 
Day Brite book is the first similar 
application I have seen and I am 
if there have been any 


we out- 


professional 


printer, 


curious 
others. 
WILLIAM BUSSE 

Merchandising Manager, Re- 


volvator Co., North Bergen, 


N. J. 
[Bryant Chucking Grinder Co., 
Springfield, Vt., used one (IM, July, 
p. 8) .. Ed.] 


Too many business papers? No, 
nor too many industrial firms 
® TO THE EDITOR . . I was very much 
interested in your editorial “Free 
Enterprise in Publishing” (IM, 
May). 

While it is true that new publica- 
tions are being added to the indus- 
trial publication list every year, it 


etters 


to the 





ae 





@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 











How Rare?.. 


open at right angle 


Diagonal binding per- 
mits pages 
klet. Front of each page is long, nar- 


row, but opens to the left, so that back 


f page is short, wide. It’s attention-getter. 
also is a fact that unless the new 
publications are worth while they 
will not long exist. 

The same thing applies to any in- 
dustrial enterprise. Looking back 
over the list of advertising prospects 
we had when we entered the oil 
publication business back in 1916, 
we find that today it is about 11 
times as large as it was then. Each 
of these industrial enterprises is 
clamoring to make itself heard by 
prospective buyers. 

This may be something complain- 
ants against new publications for- 
get. 

The thing to remember is that he 
who serves not, lives not. 

RAY L. DUDLEY 

President, Gulf Publishing Co., 


Houston 
Continued on page 10 
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Electronic Equipment . . . . 


magazine “B” 
magazine “C” 


magazine “D” 


C] on latest available ABC & BPA statements and survey o ect 


When you Compare...there is only one publication 


for Electronic ‘esigners....H leclronic 


QUIPMENT 


INQUIRY 
QUALITY 
N'BIP| A SUTTON PUBLICATION * 172 SOUTH BROADWAY «© WHITE PLAINS, N. Y. 


August 1955 /'9 
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Cauket x fiu-potut 


dairy industry markets 


No waste circulation. Individually each 
Olsen Publication is undisputed leader in 
the market it serves .. . offering more ABC 
circulation . . . more exclusive advertisers 
and advertising pages . . . than any other 
available publication. 


THE MILK PRODUCTS JOURNAL — 
4,135 paid subscribers and the only monthly 
ABC paper serving the industry that proc- 
esses over half of the nation's milk supply. 


ICE CREAM REVIEW — 

8,450 paid circulation in areas where people 
BUY . in the greatest population, pro- 
duction and sales areas. 


THE 


THE MILK DEALER — 

Appeal direct in the only publication de- 
voted exclusively to the profitable market 
milk industry. Paid circulation 9,660. 

THE DAIRY INDUSTRIES UNIT — 
Representing the above three Olsen Pub- 
lications — blankets the entire industry with 
22,245 paid circulation. 

THE DAIRY INDUSTRIES CATALOG — 

The industries most valued buying guide for 
the last 28 years. Over 17,000 copies to 
qualified personnel. 


WRITE, WIRE OR PHONE FOR 
MARKET DATA FOLDERS 


BRoadway 1-1135 


The Olsen Publishing Co. 


1445 North Fifth Street 
Milwaukee 12, Wisconsin 
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Distributor cites sales rise 

in Rust-Oleum ‘partner’ drive 

® TO THE EDITOR . . I read with con- 
siderable interest the article on 
Rust-Oleum “Partners In Profit” in 
your March issue. 

As advertising manager for an in- 
dustrial distributor, I wish to rec- 
ommend very highly this type of 
promotion. We already 
ceived enough replies to prove that 
this is a well planned program that 
will be very profitable to us. 

I believe it will prove very bene- 
ficial to the Rust-Oleum Corp. also, 
for our purchases of this product 
have increased tremendously since 
this campaign started. 

Too few manufacturers offer any 
real sales aids to the distributor, 
and it is a pleasure to handle a line 
that has creative thinking in back 
of it. 


have re- 


JOHN A, MUELLER 
Advertising Manager, Orr Iron 
Co., Evansville, Ind. 


French sales manager wants 

to talk to U. S. sales heads 

® TO THE EDITOR . . As a subscriber 
to your magazine, I would appreci- 
ate it very much if you could give 
me your advice and help in view of 
the survey trip I intend to take to 
the United States, in the course of 
September next. 

I am in charge as manager of the 
sales department of a French plant 
manufacturing electric equipment 
(motors, transformers, etc.). 

During a previous trip, of about 
ten weeks, in the States in 1944, I 
had the opportunity of studying the 
American sales methods, This time, 
I would like to investigate on the 
important changes which took place, 
and would then be very happy to 
have your advice on the questions 
which should be specially studied. 

Among these questions are the 
following: 

Organization of the sales manag- 
ing department . . part of the man- 
ager, definition of functions. 

Promotion of sales department. . 
organization, scope of activity, plan- 
ning for the sale of a new product, 
choice of media, budgeting. 

Forecast of sales . . long term and 
short term budget. 








Operational research . . applica- 
tion to the sales problems, organiza- 
tion of a team for “operational re- 
search purposes, in a medium range 
plant. 

Training of the sales engineers . . 
training by the constructors of the 
wholesalers’ sellers. 

Sales tools for the sales engineers 
.. control of their activity. 

It might be possible for you, 
among the authors writing in your 
magazine, to indicate to me those 
who would be willing and in a po- 
sition, to give me interesting infor- 
mation on the above mentioned sub- 
jects. Could you also give me their 
address and let me know whether 
they would accept to meet me and 
to give me particulars. 

Looking forward to hearing from 
you, and thanking you in advance 
for your help, 

Y. FOURNIS 

Sales Manager, Cie Electro- 

Mechanique, Paris, France. 
[Would anyone care to confer with 
Mr. Fournis? . . Ed.] 





20-year-old story stresses 
interest in business papers 

™ TO THE EDITOR George L. 
Staudt’s reference at the recent Na- 
tional Business Publications meet- 
ing to the practice of one company, 
which has its librarian prepare di- 
gests of articles in the business press 
for members of its staff, recalls an 
experience we had nearly 20 years 
ago in the mining field. 

One of our company subscribers 
had been receiving two copies of 
each issue of our publication. Both 
were addressed to the librarian, who 
placed one in the library and cut up 
the other. The results of this dis- 
distributed to those 
in her 


section were 


executives who, opinion, 
would be interested in the articles 
or news items clipped. Many of these 
were marked for circulation among 
several men and, so, followed the 
same kind of circuitous and slow 
traffic routes that are the fate of 
many company-addressed maga- 
zines. 

The objections to the procedure 
did not focus so strongly on the 
competence of the librarian to make 
the proper selections of both mate- 
rial and readers as it did on the 
cumbersomeness of the method, the 

Continued on page 14 









make use of the design publication 
that was DESIGNED 
to help sell 


in a competitive market 


Product designers are busier than ever keeping ahead of their compe- 
tition, which makes it more important than ever that they keep up 
with new developments in the Original Equipment Market. More news 
to keep up with . . . less time to do it in. These are conditions that make _ 25,000 AVERAGE NUMBER 
PD&D more important than ever, for PD&D was designed as a news pope OF INQUIRIES 

- PER MONTH 


service to save readers’ time. For instance: 
20,000 


27,500 














WIDE RANGE of editorial coverage on new and improved components 
and materials; progress reports on practical use of recent develop- 17,500 
ments; engineering laboratory equipment; new literature. 





15,000 
QUICK IDENTIFICATION of the product, service, or literature described. onal . 


CONDENSED ITEMS on what’s new, how it works, where to get it—in- 49 999 =" 
oS 
™N 











cluding name of individual and telephone number, when available. 2 
7,500 1 


CONDENSED ADS Standard 1/9th and 2/9th page sizes put emphasis * 
on facts. Makes it easier for the reader to find what he wants. Gender Gubeiek, madeeeed ty 8 seetae almher"el ta" 


i . or ‘ i iries received per month—5.39 per inquirer. 
READER-SERVICE CARDS help design engineers get additional information. ———-y——r—— — 


350) AVERAGE NUMBER 
TABLOID STYLE for fast reading. at OF AD UNITS 


PER MONTH 















































evidence that this works 250 
200 








Each month more than 5,000 men in the design field send in over 
30,000 requests to PD&D for additional information. 57% of these 150 Fs 9 

refer to advertisements—tangible evidence of advertising readership. “48 
Eight years of continuous advertising growth attest to the results 100 
produced by PD&D. 5 = 
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Reach more men in the design field; reach them more economically; Advertising volume, measured by the average number of 
get more response from them—PD&D can help you. one-ninth ad units per month. 


to help you... pp&D’s Market & Media Facts includes data 
prepared in accordance with N.I.A.A. recommended form: 
Market, Circulation, Readership, Editorial, Rates and Specifi- 
cations, Current data. Send for your copy. 


data in brief... circulation, BPA, 33,447 individually ad- 
dressed copies; cost, flat rate of $200 per 1/9 page unit. Sold 
only in 1/9 and 2/9 units to protect readers and advertisers. 
Advertisers can buy as many separate units as they need. 


Product Design & D evelopment N ews 


PUBLISHED BY FRANKLIN H. JOHNSON, INC. 

Red numbers indicate inquiries received from typical ‘ ; , 

spread. Note that ads frequently outpull editorial items 216 E. 49th St, New York 17, N. Y. » Phone: MUrray Hill 8-3493 
representatives: 
New England, Cleveland, Detroit, Chicago, San Francisco, Los Angeles 
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Retailers! 
Wholesalers! 


Manufacturers! 





use this ready-made 


1955-56 Kall & Winter 


of Building Materials 


Ready-Made Fall and Winter 
Advertisements 


To develop profitable consumer traffic in 
your store this fall and winter, use a 
barrage of newspaper and direct mail 
advertisements designed to create interest 
in improvements among home owners. 





You will find it easier to prepare such consumer advertising 
with ADservice mats. These ready-made advertisements are 
custom tailored for the use of lumber dealers, by a top build- 
ing products advertising man, working with the editors of 
AMERICAN LUMBERMAN. Ads prepared with A Dservice 
mats are effective—lumber dealers have purchased more than 
$26,000.00 worth in the last 18 months! 


Order from the variety of ready-made fall and winter con- 
sumer advertisements, offered on an economical individual 
basis, in the ADservice mats which are a feature of the 
September 5, Fall & Winter Merchandising issue 


See... 


Study... 


Ready-Made Fall and Winter 
Point-of-Sale Material 


To maintain the home improvement inter- 
est of the consumers brought to you by 
your fall and winter advertising, create 
an air of excitement in your showroom 
with point-of-sale material designed for 
that purpose only, and suited to the season. 





You will find it easier to do this with the banners, cards, signs, 
and streamers now being created expressly for lumber dealers, 
by a nationally known point-of-sale display organization, 
working with the editors of AMERICAN LUMBERMAN. 


Order from the 21 point-of-sale items which will be another 


big feature of the September 5, Fa// & Winter Merchandising 
issue of AMERICAN LUMBERMAN. They feature the 


Use... 


The 7th Annual FALL & WINTER MERCHANDISING Issue of 





ANERICAN 


Editorial and Executive Offices: Twentieth Floor, 139 North Clark Street, Chicago 2, Illinois 


Published every other Monday 
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before... 


after... 
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; program to get A&TiGHR into your 
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Merchandising 


theme ‘Fall Home Improvement Days,” and the building 
packages, and products most suited to installation and pro- 
motion at this particular season of the year. 


These AMERICAN LUMBERMAN ready-made point-of- 
sale display materials are available on an economical indi- 
vidual basis, in whatever quantity you desire. 


In-Store Retail Display 


To let consumers who visit your show- 
room see all the products you have to 
offer calls for modern retail store layout 
and specially designed store fixtures. 


One of the many features of the September 
5, Fall & Winter Merchandising issue of 
AMERICAN LUMBERMAN, is “Modern Store Design 
and Low Cost Store Fixtures.”” This is a new concept of 
showroom layout and store fixture design, created expressly 
for this industry, by retail display specialists working under 


the direction of the editors of AMERICAN LUMBERMAN. 


It was only after a year of research, and the investment of 
more than $5,000.00 in AMERICAN LUMBERMAN 
money, that working blueprints and custom hardware for 
eight basic types of lumber dealer retail store display fixtures 
were developed. 


This AMERICAN LUMBERMAN plan for a modern retail 
type showroom, with up-to-date store fixtures, for the con- 
sumer merchandising of building materials is now available. 
For more detail, see the September 5, 1955 issue. 


Use This Program 


Tie-in with this program to build the interest in your products 
that moves merchandise. Pick-up and make use of these three 
ready-made tools, and all the other ones you will find fea- 
tured in the September 5 issue of AMERICAN LUMBER- 
MAN, to get action into your 1955-56 fall and winter mer- 
chandising of building materials! 


THIS ISSUE WILL BE OUT: SEPTEMBER 5, 1953 
ADVERTISING FORMS CLOSE: AUGUST 18, 1999 





LUMBERMAN 


and Building Products 


Merchandiser 


Financial 6-5380 Other Offices: ATLANTA, CLEVELAND, NEW YORK and the WEST COAST 














HOW-TO 
WHERE-TO 


. .in selling manufacturers of cor- 
rugated and solid fibre shipping con- 
tainers, folding cartons, setup paper 
boxes, paper cans and tubes! 


BOXBOARD CONTAINERS 


the “how-to-do-it” publication of 
boxmaking, provides effective, eco- 
nomical coverage of key people in 
the paper box industry — men with 


say-so in buying decisions. 


Its informative, illustrated articles 
are “must reading” for top echelon 
and operating management alike; 
reprints of a special series of text- 
book articles, offered for sale at 
$1 a copy, have sold out twice. 
OVER 15,000 BOXBOARD CON- 
TAINERS’ REPRINTS HAVE 
BEEN BOUGHT AND PAID 


FOR BY YOUR PROSPECTS IN 
LESS THAN 36 MONTHS! 















Reader interest like 
this, added to BOX- 
BOARD CONTAINERS’ top cir- 
culation and readership, make its 
300 page 
mighty understandable. It’s at the 






increase in advertising 


top of many advertisers’ lists. How 
about you? 


Byendererine 


CONTAINERS 


22 East Huron, Chicago 11 
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delays incurred initially in the se- 
lecting process and subsequently in 
the passage from man to man, and 
the fact that many men did not see 
first what interested them most and, 
as a matter of fact, often did not see 
it at all. 

Our editor, who had as good an 
understanding of the 
aims as he did of his own, arranged 
a conference with the top execu- 
tives of the concern, which was the 
largest manufacturer of Portland 
cement in the industry. He went to 
New York and laid these and other 
factual observations on the table for 


advertiser’s 


discussion. Our objections to the 
plan, viewed from the standpoint of 
both the company and its executives 
as individuals, 
valid by every one present, includ- 


were accepted as 
ing the company’s advertising man- 
ager who, at our suggestion, had 
been asked to participate in the talk. 
His understanding of the necessity 
of the advertiser’s being able to 
reach the men who could use his 
company’s products was thorough 
and certainly better than that of 
many of the company’s other execu- 
tives whose responsibilities lay in 
the 
phases of the business rather than 


production and management 


in sales. 

The results of the conference were 
immediate. Contacts were made over 
the telephone by the vice-president 
in charge of operations with every 
company executive 
present at the gathering and without 


who was not 
exception they all expressed a strong 
desire to have their own individual 
copies of the publication, even if 
they had to pay the cost themselves. 
Seventeen individual subscriptions 
(all company paid), in addition to 
the two already entered in the com- 
pany’s name, resulted, and this num- 
ber was added to each year as other 
company executives became aware 
of the kind and value of informa- 
tion that was being made available 
to their associates. Practically every 
one of the new readers asked to 
have his copies mailed to his home 
address. 

Besides being a tribute to the in- 
terest and value of the publication’s 
editorial and advertising content, 


this action revealed the deep and 
abiding interest these business ex- 
ecutives had in the news and the 
technical, operational and manage- 
ment information available in their 
industry. Also, it multiplied many 
times the effectiveness of the publi- 
cation’s penetration in this company 
and greatly increased the adver- 
tiser’s opportunities for making him- 
self heard. 

The results of this experience, 
which were what we inside our own 
organization had confidently pre- 
dicted before the conference was 
set up, were made the basis of a 
new circulation policy and program 
which converted practically every 
company-addressee subscriber into 
an individual-addressee subscriber. 
It enlarged the circulation to be 
sure, but it increased its effective- 
ness far more rapidly than it did its 
size. It greatly enhanced the value 
of the service which the publisher 
was able to render to both readers 
and advertisers. 

STANLEY A. PHILLIPS 

Publishing Consultant, Evan- 

ston, IIl. 


Another kind of small space ad 
tells a product story 

® TO THE EDITOR . . Referring to the 
interesting and excellent “OK as in- 
serted” article by the Copy Chasers 
on “small space ads” in INDUSTRIAL 
MARKETING for June and to your 
opening comment on the consider- 
able interest which there seems to 
be in the subject, may we suggest 
that if and when you have occasion 
to go into this subject any further, 
you check any issue of Industrial 
Equipment News and other papers 
similar to it for literally hundreds of 
examples of effective “small space” 
advertising on all types of industrial 
products. 

While ninth-page units of space 
are standard with us, they are, of 
course, considered “small space” in 
standard size magazines, but a glance 
at any issue will readily demon- 
strate they are in no way a handi- 
cap to our advertisers in putting 
forth a factual and interesting story 
about their products. 

F. MORSE SMITH 

Vice-President in Charge, In- 

dustrial Equipment News, New 

York “ 












SINCE ITS FIRST ISSUE in 1929, HP&AC has 
lived up to its name. Its editorial objective then 
and now: the supplying of information vital to the 


field of heating, piping and air conditioning. 


And HP&AC goes “all out” to do so!... Through 
its own editorial staff of highly regarded men in 
this field . . . through a unique Board of Consulting 
and Contributing Editors consisting of 31 outstand- 
ing authorities . . . through a publishing affiliation 
with the American Society of Heating and Air- 
Conditioning Engineers whose monthly Journal is 


included in each issue of HP&AC. 


As a result, HP&AC not only leads in editorial 
volume, it provides practical, authoritative material 
that its engineer and contractor subscribers find of 


maximum usefulness. Delivering the RIGHT 


KEENEY PUBLISHING 


editorial content to the RIGHT individuals accounts 
for HP&AC’s unchallenged position as the top- 
ranking advertising medium in heating, piping and 
air conditioning. If your products or services are 
directed to this great growth industry, then by all 
means investigate the value of concentrating your 


advertising in HP&AC. 


HP&AC 


the ‘‘stand-out”’ 


Mi 


“Wy 


nen y 


book in 


ry 


editorial quality 


and quantity! 





"ae 


6N. Michigan, Chicago 


@ Aik CONDITIONING HEADQUARTERS (Pp 


NEW YORK: 1734 Grand Central Termina 


} ist ‘1 Reader Preference 


Year in, year out, HP&AC has a high renewal 
rate. Subscribers rely on it as ‘‘the field's 
authority in print." 


\ ist in Advertisers’ Acceptance 


More companies advertise in HP&AC. In addi- 
tion, HP&AC is used exclusively in its field by 
more advertisers. 


CLEVELAND: 737 Nationa 


LOS ANGELES: 672 Lafayette Par 


y Bank Building 


HP&AC carries more pages of advertising. 
Significant is the steady growth in this re- 
spect, too. 


Not only does HP&AC deliver the most circu- 
lation, it is the only FULLY paid (ABC) circula- 
tion magazine in its field. 
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In making plant calls, the industrial salesman 
heads straight for the men he knows have buying 
influence. The relationship of salesman and plant 
executive is close and friendly, for each can help 
the other. It’s vitally important to both their jobs 
to maintain this personal contact. 











Ul ardloss op title 
Mill & Factory Reaches the Men‘ 
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2,000,000 


Sales Calls a Year!” 


... Chalked up by the 1,645 industrial salesmen who 
also build and maintain MILL « FACTORY’s circulation. 


Every industrial salesman is a walking ‘““Who’s Who” of plant 
buying influence. In the course of his repeated, regular sales calls 
on the important plants in his territory, he soon learns which men 
have buying influence and which men do not. This personal sales 
contact is the only way to identify buying influence and authority. 


Titles are no guide to buying influence. Glance through a 
batch of your salesmen’s call reports and you'll see this for your- 
self. In the complex industrial market, titles vary too widely and 
have too many different meanings. That’s why MILL & FACTORY 
discarded conventional circulation methods in favor of the unique 
Conover-Mast Franchise-Paid Circulation Method—which taps 
the industrial salesman’s local knowledge on a national scale. 


Only MILL & FACTORY, among general industrial publica- 
tions, uses the industrial salesman’s unmatched knowledge of buy- 
ing influence. You know that the plant executive who reads 
MILL & Factory has been individually identified as a primary 
buying influence. 


Result—your sales message in MILL & Factory does industrial 
advertising’s first and most important job—it backs up your own 
salesmen by getting your story to the men whose “‘yes’”’ means an 
order. It’s the one and only magazine that does this job! 


To give your salesmen the advertising support they need, you 
need MILL & FACTORY. 


*Based on a conservative estimate of 5 calls per day per salesman. 


Mills Factory 
205 East 42nd Street, New York 17, N. Y. 
A CONOVER-MAST PUBLICATION 


- Your Salesmen Must See to Sell! | 


eed 
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MORE TOP BUYING 
POWER COVERAGE 


FOR YOUR ADVERTISING DOLLAR 


[] See for yourself! Ask for latest re- 


port showing these circulation gains: 


Total Paid -....._... UP 21.4% 
Effective Buying Power Coverage UP 32.4% 


Lumber, Plywood, Veneer, 


Wooden Container Mfrs. UP 54.1% 
Millwork, Sash and Door Mfrs., 

Planing Mi UP 22.5% 
Furniture, Fixture and 

Cabinet Mf: UP 13.8% 
Misc. Wood Products Mf 

Large Industrial Plants 

with Woodworking Shops UP 35.5% 


(November 1952 to date) 


TO SELL THE MAJOR PLANTS 


that account for the bulk of the produc- 
tion “across the board’ in this $9 bil- 
lion industry, use the one dynamic na- 
tional magazine that’s moving up fastest 
because its “how to do it” editorial ma- 
terial is accepted and read by more and 
more practical management and produc- 
tion men — the men who make the buy- 
ing decisions. If you don’t believe it, ask 
our advertisers! 

[) Ask for analysis showing low cost per 
thousand of WOOD & WOOD PRODUCTS top- 
quality coverage. 


[] Ask for analysis showing how WOOD & 
WOOD PRODUCTS covers Major Producers — 


WOOD 
WOOD PRODUCTS 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Ill. 
Phone: Financial 6-5380 





‘not how many — but WHO”’ 
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from Washington 








Industrial admen, editors 
im hot spot over censorship 


It can hurt company potentially a defense contractor 


By Stanley E. Cohen 


® INDUSTRIAL ADVERTISERS and in- 
dustrial editors have their fingers 
crossed over the efforts of the De- 
fense Department to tighten up on 
the amount of unclassified technical 
information that gets into print . . 
both in news articles and advertis- 
ing. 

In the midst of a cold war involv- 
ing myriads of secrets and semi- 
secrets, the government, from Pres- 
ident Eisenhower down, has con- 
tended that too much 
useful to a_ potential 
bandied about in convenient form, 
and that this is particularly so in the 
technical press. 

While there is no law to prevent 
the publication of unclassified data, 
Defense Secre- 
tary Charles E. 
Wilson has 
ficially urged 
editors to with- 
hold information 
that might be 
useful to hostile 
and 


information 
enemy is 


of- 


nations, 
there has been a 
deliberate tightening up in the De- 
fense Department’s review of ads 


Wilson 


by defense contractors. 

Originally the administration tried 
to meet the situation by setting up 
an office of strategic information in 
the Department of Commerce to 
consult with editors and others who 
found themselves in the possession 
of some type of “know how” infor- 
mation. 

But results were negligible. So R. 
Karl Honaman, who was on leave 
from Bell Telephone Co. to handle 
the assignment, was shifted to the 
Department of Defense, in a posi- 


tion where he can actually control 
the kinds and amount of technical 
information that are made available 
by the government. 


Embarrassing Report .. Mr. 
Honaman was in trouble from the 
time his program started. The Free- 
dom of Information Committee of 
the American Society of Newspaper 
Editors issued a statement pointing 
out that editors cooperated willingly 
with news censorship during two 
world wars, but that they would not 
“enter into a conspiracy with this, 
or any other administration, to with- 
hold from the American people non- 
classified information which citizens 
need in order to make sound judg- 
ments on national policy.” 

His position became particularly 
embarrassing when reporters turned 
up a “Balance Sheet for Strategic 
Information” which required field 
officers to rate the usefulness of 
unclassified information they were 
asked to release. 

Editors and Congressmen 
pressed fear that a rating of this 
kind would inevitably result in the 
decision to release only the inform- 
ation which was flattering or useful 
to the government. The Pentagon 
promptly issued assurance that it 
had no intention of limiting its re- 
leases to information which it con- 
sidered “useful.” 


ex- 


Depriving Industry? . . From 
the standpoint of industrial editors 
and advertisers, the “brown out” of 
technical information raises other 
even more difficult questions. It is 
universally recognized that the tech- 
nical progress of American industry 

Continued on page 22 
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The National Magazine for All Contra ct : rc g Ma r ket ? 


Electrical Contractors 


reaching over 


20,000 


small, medium, & large 





Electrical Contracting MARKET 


CEE serves all electrical contractors pri- 
marily concerned with the erecting, in- 
stalling, altering, repairing, servicing, 
and maintaining of electrical wiring and 
current-carrying equipment, and provides 
complete coverage of all verified elec- 
trical wholesalers. 

Circulation 
ELECTRICAL CONTRACTORS 20,616 
ELECTRICAL WHOLESALERS 2,319 


CEE READER 


He is the key individual in most original 
installations from wiring to current-using 
equipment. He makes the majority of de- 


cisions on materials selection for original with complete coverage of 


installations, renovations, and repair jobs. 


EDITORIAL COVERAGE 
CEE is edited to serve the broad elec- > O 61 re’ 
trical contracting market by presenting , 


feature articles covering the problems 


of use, installation, operation, and main- « 

tenance, and basic ane to help the con- small, medium and large 
tractor sell more equipment. The latest 
product information on current-carrying P 
and electrically operated devices, the 

equipment, tools, and materials used in Flectrical Contractors 
their installation helps to keep the elec- 
trical contractor up-to-date. 


READER RESPONSE RECENT STUDIES REVEAL THAT 


Reader response to advertising and editorial 
appearing in CEE during 1954 has exceeded 


ee ee eet 35% of all electrical contractors questioned 
INQUIRY QUALITY CONTROL tend ealy CRE. 


Inquiry Quality Control is a system devised by 
the Sutton Publishing Company, Inc. to insure the 
most productive inquiries from advertising and 15% of all building is done in areas serviced 


editorial. 
only by small & medium size electrical 


a 
_, ‘GonrTractors’ contractors ... reached only by CEE 
LECTRICAL CQUIPMENT 


published by 
SUTTON PUBLISHING COMPANY, INC. 
172 South Broadway White Plains, N. Y. 
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Here’s what the economists see: American industry increasing its out- 
put 40% in the next ten years . . . with only 11% more manpower to do 
the job. What’s the answer? More electrical power! And new machines, 
appliances and equipment to make electricity do more—for less. 


Makers of the equipment that generates and distributes electricity 
will have to double their output. And manufacturers of industrial ma- 
chines and tools, of instruments for science and industry, and appliances 
for home, farm and office, will grow fast . . . ahead of the general 
economy . . . not just to put more electricity to work—but to make 
it work better. 


Here’s where the new electrical (and electronic) technology comes 
into play. Right at the core of the job. . . covering the entire expanding 


field at the design engineering level . . . is one magazine, ELECTRICAL 
MANUFACTURING. It tackles the whole electromechanical design of 
today’s products . . . in terms of the new electrical technology. 


Fact is, practically every piece of machinery and equipment made 
to generate or distribute or use electricity is designed by readers of 
ELECTRICAL MANUFACTURING. These are the men who specify the ma- 
terials and components used in product manufacturing. 


Add together the market value of the eight fields included in the huge 
electrically operated products market, and you see the advertising value 
you get... 


in one (..2%.,,) Magazine 





Electrical 


Manufacturing 























Reach for a doubling market 



























The Gage Publishing Company 
1250 Sixth Avenue, New York 20 





Allis-Chalmers 3000-hp, 
3585-rpm motors drive boiler feed pumps. 





Westinghouse 230 kv ‘‘Watch Case’’ 
oil circuit breaker. 


















Products for power generation 
and distribution are 

just one part of the big 
ELECTRICALLY OPERATED PRODUCTS MARKET 


which includes all the thousands 





of different machines, appliances 
and equipment used in 8 fields... 


POWER GENERATION AND DISTRIBUTION 
‘ MANUFACTURING AND PROCESSING 
CONSTRUCTION AND MINING 
BUSINESS AND SERVICES 
COMMUNICATIONS 
TRANSPORTATION 
MILITARY 
HOME AND FARM 





I-T-E 
LV switchgear installation. 





General Electric 125,000-KVA 
Autotransformer at substation. 


The ONE impression power 
that sparks progressive 
railroading! 


NOW! 6 NEW features 
giving even GREATER 
editorial and advertis- 
ing IMPACT! 


1. ENLARGED EDITORIAL STAFF 
Now EIGHT full-time editors- 
including famed railroad writ- 
er Nancy Ford, our new Spe- 
cial Features Editor. Also 
exclusive correspondents in 
Washington, Pacific Coast and 
Europe. 

2. CLEARER WRITING : 
Robert Gunning Associates 
counsels Modern Railroads’ 
staff on “Clear Writing.” 

. R. O. EASTMAN 
Editorial Readership Research 
now employed exclusively by 
MODERN RAILROADS in 
the railroad field. 


. STARCH ADVERTISING 
READERSHIP REPORTS 
Now available exclusively in 
the railroad field through 
MODERN RAILROADS. 


. ANEW KIND OF PROMOTION 

PACKAGE 
Merchandises advertising to 
company salesmen—most im- 
pressively. 4-color folder—dis- 
play easels—advance industry 
and personnel news—all sent 
direct to salesmen. 


. INCREASED CIRCULATION 
COVERAGE. 
22,513-BPA audit. More than 
DOUBLE the coverage of any 
other railway publication. 
Greater WORLD WIDE Cov- 
erage, too... and ALL at the 
lowest cost per thousand, ALL 
KEY readers! 


EXCEPTIONAL EDITORIAL 
ACHIEVEMENTS PLUS DOMINANT, 
‘“Key Man ONLY’’ COVERAGE 
MAKES MODERN RAILROADS THE 
KEEN ADVERTISER'S CHOICE... 
today MORE advertisers invest 
MORE dollars — issue by issue — 
in MODERN RAILROADS, than in 
ANY THREE OTHER RAILWAY PUB- 
LICATIONS COMBINED! Write! for 
newly-revised NIAA Media and 
Market outline. ? 
NB 


MODERN RAILROADS 7% 
201 N. WELLS STREET CHICAGO 6, ILL 
PHONE: STate 2-4121 
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has been facilitated by the free ex- 
change of “know how” in the news 
and advertising columns of the in- 
dustrial and business press. While 
there may be other media of com- 
munications available to the com- 
panies engaged in classified work, 
any inhibition on the operation of 
the technical press inevitably de- 
prives thousands of companies which 
are presently outside the orbit of 
the defense programs, of information 
about new processes and methods 
which will enable them to improve 
their operations and to qualify at 
some future time as a defense con- 
tractor. 

Under the new program the in- 
dustrial editor or advertiser finds 
himself playing a strange role. As 
editor or advertiser his prime func- 
tion is to provide industry with in- 
formation it needs to move ahead; 
but as a patriotic citizen he is asked 
to censor out information which 
may be particularly useful to an 
enemy. 

While editors have always exer- 
cised judgment in selecting the in- 
formation that gets into print, gen- 
erally in times of national emergency 
there has been a censor to say when 
security was involved. The com- 
bined editor-censor is constantly in 
danger of betraying one trust or the 
other. How hard should he press for 
the unclassified information with- 
held by Mr. Honaman’s subordi- 
nates? Once he has it, shall he print 
and risk the possibility that he will 
hand the enemy something better 
left untold; or should he withhold 
it, and perhaps deprive the reader 
of something of value to him . . and 
even to the nation? 

With so many amateur censors, 
each with his own concept of se- 
curity, what assurance is there that 
the brown-out of unclassified infor- 
mation will achieve what needs to 
be achieved, and only what needs 
to be achieved? Small wonder then 
that editors and advertisers are 
wondering who will be hindered 
most . . the unfriendly alien or 


ourselves. 


Boost for Salesmen . . The lowly 


give him a chance to 
make a speech and chances are that 
Deputy Secretary of Commerce Carl 


salesman: 


Oeschle will eventually get around 
to his favorite subject . . the need 
to do something to glamorize the 
American salesman. 

As a_ successful business man 
turned bureaucrat, he is concerned 
that the social standing of salesmen 
has fallen in recent years. He says 
one poll showed that parents would 
rather have their children become 
almost anything but a_ salesman. 
While another, by American Truck- 
ing Associations, showed that one 
out of three wives (of salesmen in 
the trucking industry) would like 
to see their husbands get out of 
selling. 

“Pick up any newspaper’s clas- 
sified ad page,’ he mourns, “and 
see the big-type ads shouting for 
salesmen. There is no other em- 
ployment field, with the possible ex- 
ception of engineering, in which the 
demand is so great . . yet the sales 
jobs go unfilled.” 

He thinks there are three basic 
problems. One is the social status of 
selling. Another is the reluctance of 
people to engage in what is con- 
sidered an obnoxious task . . so- 
liciting people to part with their 
money. Still another is the shying 
away from what seems a precarious 
dependence on commissions for a 
livelihood, or a salary considered 
too low for the demands of these 
jobs. 


Urges Salary, Commission .. As 
remedies he proposes that the 
schools teach more about the so- 
cially-valuable role of the salesman 
and the techniques that will give 
young people confidence they can 
succeed in this kind of work. In ad- 
dition, he thinks the method of 
compensating salesmen should be 
re-examined. He recommends “a 
good minimum salary” . . to meet 
basic living costs . . in addition to a 
liberal commission arrangement for 
exceeding the sales quotas (see p. 
70). 

“Cap all this with a public rela- 
tions campaign to improve public 
appreciation of salesmen . . to glam- 
orize them, if you will . . and I think 
we can lick this problem,” Mr. 
Honaman says. ® 








Tale let-ud att 
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plant operating products, methods and equipment 


HOW TO REACH THE MEN WHO BUY AND SPECIFY FOR THE 
$15 BILLION PLANT MAINTENANCE AND OPERATION MARKET 


WHAT IS MAINTENANCE? 


“Simply and generally stated, maintenance is the application of men, tools and 


materials which will give protection for capital investment, increased productivity, 


and reduced product cost. It actually produces something, and it pays its own way.” 


* 


The executives whose responsibilities lie in whole or in part in this important 
field form the key group INDUSTRIAL MAINTENANCE AND PLANT OPERATION 
is edited to serve. Specifically, for advertisers: 


OUR MARKET 

—is the manufacturing industries. 
INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION is a_ horizontal 
monthly covering more than 42,000 
plants, the largest and most active 
in 22 basic industrial fields. To qual- 
ify, each plant must have a Dun and 
Bradstreet rating of $50,000 or 
better, or 50 or more employees. 


OUR AUDIENCE 


—is the industrial Plant Operations 
and Service Group. With the largest 
circulation in its field, INDUSTRIAL 
MAINTENANCE AND PLANT OPERA- 
TION reaches more than 70,000 main- 
tenance, engineering and purchasing 
personnel—the men whose job it is 
to keep plants and equipment run- 
ning at peak efficiency. Of these: 


e 36,241 are plant operations, engi- 
neering and production men 


e 15,572 are maintenance engineers 
and superintendents 


¢ 9,476 are purchasing agents 


e 8,827 are factory management and 
administrative personnel 


This group specifies and buys $15 
billion worth of goods a year, includ- 
ing maintenance and repair supplies, 
safety, materials handling, sanitation 
and other types of equipment—almost 
everything you can think of needed 
to keep a plant and its machines at 
top productivity. And our readers 
are responsible for the specification 


and purchase of replacement and 
component parts for every piece of 
machinery in their plants. 


OUR EDITORIAL POLICY 

INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION’s editorial content 
consists entirely of valuable infor- 
mation for the Plant Operations and 
Service Group. Helpful ‘‘how-to- 
do-it” articles and latest news on 
products, equipment and techniques 
—in easy-to-read tabloid format 
give busy executives the facts. 


OUR ADVERTISERS 

Look at any issue of INDUSTRIAL 
MAINTENANCE AND PLANT OPERA- 
TION. You’ll find such blue-chip 
advertisers as Alcoa, Cutler-Hammer, 
DeVilbiss, Du Pont, B. F. Goodrich, 
Ingersoll-Rand, Pure Oil, and many 
others. More and more manufactur- 
ers are coming to recognize the out- 
standing job we are doing in the plant 
maintenance and operations field. 


OUR RATES 


INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION’s rates are lower 
than those of any comparable 
medium. Cost per thousand readers 
is only $2.31 (based on 1/9 page 
unit, 12-time rate). 


71,476 
CONTROLLED 


OUR FLEXIBILITY 


Another plus for advertisers: 
INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION offers unusual 
flexibility for a tabloid format pub- 
lication. Units all the way from 1/9 
to full pages may be used. All stand- 
ard 4-A colors. Inserts accepted. 


OUR GROWTH 


In the past five years, the number 
of advertising units placed in 
INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION has increased from 
1,644 to 2,405 annually. That steady 
growth was maintained right through 
1954 when most industrial publica- 
tions were losing ground, and it is 
continuing into 1955. 


In 1954 we had a total of 102 new 
advertisers. So far, in the first quarter 
of 1955, we have had 63. 


OUR INQUIRY-SALES RECORD 

INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION has an impressive 
record for pulling inquiries that lead 
to sales. Only executives in a position 
to specify and buy qualify as read- 
ers. These men turn to INDUSTRIAL 
MAINTENANCE AND PLANT OPERA- 
TION for product news. Your product 
story here will be read receptively. 


OUR VERIFICATION 


Verified controlled circulation is an 
exceptional 99.66%—again tops in 
its field. That means INDUSTRIAL 
MAINTENANCE AND PLANT OPERA- 
TION gives you more for every adver- 
tising dollar. Write for Media and 
Market Data Book now. 


* From keynote address by H. F. McCullough, General 
Manager G-E Service Shops Department, at the 
Chicago Productive Maintenance Forum. 


Industrial Maintenance 


AND PLANT OPERATION 
MAINTENANCE PUBLISHING CO., PHILADELPHIA 1, PA. 
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MECHANICAL ENGINEERING motivates 40,000@ 


mechanical engineers and 9,000 undergraduates. 


CIVIL ENGINEERING motivates 39,000@ 


civil engineers with a 3-hour plus readership per copy. 


CHEMICAL ENGINEERING PROGRESS motivates 19,000@ 


chemical engineers, with the greatest advertising growth in the field. 


ELECTRICAL ENGINEERING motivates 55,000 


electrical engineers, the largest audience in its field. 


Journal of METALS motivates 7,000 


metallurgical engineers, penetrating the metals industries. 


MINING ENGINEERING motivates 10,000@ 


mining engineers, blanketing the metallic, non-metallic and coal fields. 


MECHANICAL CATALOG motivates 15,000 


mechanical engineers who consult it 40 times a year. 
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Engineering is a fast-moving profession. 

Each day, new facts are added to its fund of 

knowledge. And each day, the engineer becomes 

harder pressed for time to keep abreast 

of developments in his field. 3 Teninninilis Dede 
That’s why the engineer has become highly Lamy Phase ig seemed 
selective in his reading . . . narrowing ny engineers 

his sources of information to those most consistently ; to raise 
productive. And that’s why the engineer invests the American 
so much of his precious time reading his own standard 
Engineering Society magazine. of living. 


In its pages, he regularly finds the new, timely, significant 
facts he needs... written expertly, 

authoritatively and exclusively for him by his contemporaries. 
On these data, he bases many of his decisions. 


Advertisers know this as “motivation.” 

When product facts are presented in Engineering Society magazines, 

they not only enjoy maximum exposure. These facts also motivate the engineer 
—the man who specifies and buys. 


Doliaxw for dollar, advertising in Engineering Society magazines 
motivates more engineers who are educated to specify and buy than 
any other publications. 
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. 35,000 men who de- 


every month 
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troleum industry receive 
the new equipment tab- 
loid, OIL and GAS 


EQUIPMENT. 


Format and exclusive 
treatment of equipment 
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48 hour service for in- 


quiries serves both reader 
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Only units and 
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units, 


ing forms close 30 days 


prior to date of issue. 
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trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


1955 food sales move toward 
$1 billion increase over ’54 


By Frank K. Lawler, Food Engineering; C. J. Linden, Olsen Publishing Co.; Martin S. Pet- 
erson, Food Technology; H. L. Rothra, Meat; Paul Meline, Baking Industry, and A. H. 


Rosenfeld, Frozen Food Age. 


® BETTER TAKE a new look at the 
food manufacturing and processing 
industry. This plodding giant is 
quickening his pace and lengthening 
his stride. 

An all-time high is expected to be 
reached this year in volume of foods 
and beverages produced. It appears 
that the last Jan. 1 estimate of a bil- 
lion dollar increase in food sales 
in 1955 will turn out to be good 
forecasting. And most of this gain 
will be chalked up by manufactured 
foods. 

Last year’s sales of manufactured 
foods and feeds reached $53.313 
billion, up 32% from 1950. This big 
gain shows how fast processed prod- 
ucts are gaining in relation to total 
food sales, which increased about 
25% in ten years. 

The year 1954 produced 4,000,000 
new babies to feed. In addition, a 
higher percentage of take-home pay 
is going for food in this era of high- 
level living. 

Yet this does not measure the in- 
dustry’s progress for the year 
nor the requirements for the ma- 
chines and materials involved. The 
latter are moving faster than the 
sales trend. For much of the business 
gain is coming from new products, 
made by new and more complex 
processes and sold in new packages. 
Then a high percentage of old- 
product volume will be turned out 
by new and more efficient equip- 
ment installed in the industry’s mod- 
ernization program. 


Convenience foods . . which cut 


kitchen time . . are the hottest items 
today. Several are frozen . 
pies, TV dinners, fish sticks, french 
fries, soups, concentrated juices and 
poultry. Others are dehydrated . 

soup mixes, instant milk, desserts 
and soluble coffee. Many are dry or 
plastic mixes . . cake, pie crust, and 
icing. Some are prefabricated and 


. meat 


prepackaged . . meats and cheese. 
Then a great number are cleaned, 
sorted, and prepackaged . . a long 
list of fresh fruits and vegetables. 

One fast-moving newcomer is pre- 
squeezed orange juice transported 
in bulk and packaged locally in 
paper containers like milk. And 
there is an intriguing potential for 
“senior foods,’ now being market 
tested by Heinz. 

Standard canned foods are con- 
venience items, too .. though of such 
long standing as to have lost their 
glamor. But glamor or not, they 
keep improving in quality, and pro- 
duction is up 10% for the first quar- 
ter of this year, compared to the like 
period of 1954. 

Here it is interesting to observe 
that standard frozen fruit and vege- 
table items, as groups, did not gain 
last year. The rise in frozen foods 
came from the newer ready-to- 
heat-and-eat precooked items. In 
fact, the newer items are crowding 
the low-temperature cabinets in re- 
tail stores to the point of creating a 
first-class problem and calling for 
organized study by the industry. 

However, the hot-products areas 
of the industry represent only a 

Continued on page 30 
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“FIRST DIRT!” 





‘dozers bite into raw territory . ms 


a new highway as under construction! 


Nature moves out ... man moves in. A superhighway 
to transport people and products swiftly, safely, pleasantly will 
replace traffic tie-ups and outdated, dangerous roads. “First 
Dirt” means progress to a community, an area, a nation. 


“First Dirt” is a big moment to construction men. It means the 
job’s off the drawing boards...machines and muscles have 
taken over. There may be thousands of man-years of work to go 
before the job’s complete... but “First Dirt” is a triumph for 
the civic leaders, municipal authorities, legislators, financiers, 
engineers and technicians who may have been working a dozen 
years to get to “First Dirt.” 


About 5 billion dollars will be spent for road and highway con- 
struction this year. That’s enough to build three 4-lane high- 
ways from New York to California... and yet it’s only a small 
fraction of the 56 billion dollar construction industry—America’s 
biggest business. 


As the only publication bringing vital news and information to 
all parts of the construction industry every week ... Engineer- 
ing News-Record is depended on by the team of men with many 
job functions who select the methods and materials to be used 
in construction. EN-R follows the job through...long before 
and long after “first dirt.” Little wonder, therefore, that twice 
as many advertising dollars are invested in EN-R as in any ether 
magazine serving construction! 


In building and construction... 


If you’re important, you either read 


ENGINEERING 
NEWS-RECORD 


or you advertise in it, or both 





A McGRAW-HILL PUBLICATION 
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fraction of the expanding industrial 
market picture of the food manufac- 
turing field. The basic food factories 
offer still greater potential because 
of improvements taking place 
through advanced processing, pack- 
aging and materials handling engi- 
neering. 

You can scarcely pick up an an- 
nual report from an important food 
firm which does not tell stockholders 
about millions being invested in 
more efficient plant and equipment 
to improve the competitive position 
and the profit of the company. The 
relatively narrow average profit 
margin, now about 3 cents on the 
sales dollar, can be protected or im- 
proved only through more efficient 
operations and lower unit costs. 
Capital investment per worker al- 
ready is $16,500 . . double what it 
was fifteen years ago. 

That is why the trend is to fewer 
and larger food factories, with in- 
strument-controlled continuous 
processes and bulk and unit-load 
materials handling. 

That is why many smaller com- 
panies are purchased by larger firms, 
and why unprofitable products are 
being searched out through unit cost 
analysis. 

With still higher costs coming 
from employe wage and benefit 
trends, one prominent food company 
executive-engineer observes that the 
future offers a choice of three ave- 
nues .. automation, merger, or bank- 
ruptcy. 

For similar reasons, leading com- 
panies are putting more into re- 
search to develop new products and 
processes, and to improve old ones. 
No less than 85% of leading food 
company executives expect moder- 
ate to large increases in research 
expenditures, a General Foods study 
reveals. 

And the same survey indicates 
that revolutionary new develop- 
ments are foreseen in products by 
40%, in manufacturing methods by 
33%, and in packaging by 33%. 
Moderate changes are expected by 
another 50, 60, and 47%, respective- 
ly. 

Speaking of revolutionary changes 
leads inevitably to consideration of 
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the much publicized subject of pre- 
serving foods by irradiation from 
radioactive or 
Extensive research is under way on 
the quality problems involved, and 
to evaluate nutritional, biological, 
safety and cost angles. But commer- 
cial application, according to the 
consensus of industry leaders most 
familiar with the new technique, is 
some years away. And when appli- 
cation is made, it will not revolu- 


electronic sources. 


tionize food processing, but rather 
will supplement present methods 
and be limited in scope and impact 
on the industry. 

Perhaps a few dollar yardsticks 
will help to evaluate trends and 
markets in the food industry. This 
year capital expenditures will be 
10% higher than in 1954, not includ- 
ing beverages, according to a Mc- 
Graw-Hill survey. Brewers having 
completed a large part of their mod- 
ernization program a year ago, the 
capital outlay among beverage firms 
is down this year. 

Over-all, capital expenditures will 
be $712,000,000 in 1955, 7% under 
54. And preliminary figures point 
to an investment of $606,000,000 to 
$672,000,000 for 1956-’58. Since oniy 
27% of food firms plan three years 
or more ahead, the final figures al- 
most certainly will be appreciably 
higher. So it is not surprising to see 
Fortune predict that the food com- 
panies will be spending $1.1 billion 
a year for capital goods by 1959. . 
a 40% inerease over 1954. 

It must be realized, in considering 
this market, that capital investment 
is but a drop in the total expenditure 
bucket. For the food manufacturing 
industry is a growing $20 billion 
annual market for equipment, mate- 
rials and supplies produced by other 
industries . . aside from purchases of 
agricultural raw materials . . FRANK 
K. LAWLER, editor, Food Engineering, 
New York. 


Automation Ups Milk Sales .. 
The switch to bulk handling of milk 
at an accelerated pace is one of the 
most pronounced trends in the dairy 
products industries this year. Bulk 
handling means that instead of cool- 
ing the milk in the can at the dairy 
farm, the milk is strained directly 
into a stainless steel cooling tank. 
On dairy farms using the pipeline 





milker system, the milk is piped 
through stainless steel tubes direct- 
ly from the milking machines to the 
cooling tanks. 

The dairy product processing 
plants send their stainless steel 
tank trucks to the dairy farms reg- 
ularly and pump the milk from the 
cooling tanks to the truck tanks. 
Advantages of the system include 
lower labor costs, better sanitation, 
no cans to wash, lower refrigeration 
costs, elimination of hard labor, 
lower bacteria counts and less loss 
due to stickage. 

Demand for fluid milk in half 
gallon glass bottles or paper cartons 
or full gallon glass jugs is increasing. 
There is a price advantage to the 
consumer and a cost advantage to 
milk dealers . . fewer bottles or car- 
tons to fill, fewer glass bottles or jugs 
to wash. The whole dairy industry 
benefits, for more milk is consumed. 
There is a trend, too, toward addi- 
tion of more than one type of vita- 
min to milk and sale of more skim 
milk and homogenized milk. 

Automatic vending of milk is an- 
other trend. Huge outdoor 
vending machines with capacities of 
up to 2,000 quarts, dispensed in 
quarts or half gallons, now provide 
the customer an opportunity to ob- 
tain milk fresh and cold at any time. 
Indoor vendors in factories, offices, 
public buildings and theater lob- 
bies are now contributing much 
toward increased consumption of 
milk and will continue to contribute 
more before the year has passed. 


new 


The ice cream industry, too, is 
adopting automatic vending ma- 
chines to help increase the sale of 
ice cream. 

“CIP” is a new term in the dairy 
products industries in the last five 
years. It means “clean-in-place.” 
Milk dealers and manufacturers of 
other dairy products have hundreds 
of thousands of feet of stainless steel 
or glass sanitary tubing leading 
from truck tank to storage tank, to 
pre-heater, to clarifier, filter, sep- 
arator, pasteurizer, cooler and bot- 
tling machine. 

Until recently these all had to be 
dismantled and every part brushed, 
washed and sterilized to comply 
with state and municipal sanitary 
requirements. Now, with minor 
changes in the connections, entire 

Continued on page 32 






Can you help Supermerchants like 
Ehenreiter move $10 billion’ worth >= 
of lumber and building materials? =~ 


oe Ross 10,000-Ib. fork lift, ready to move 1”x 8” timbers from pile. 
'. right) Yard man positioning Hydra-wedge between timbers. 





Lift trucks like this “Gerlinger’ unit meet the dealer's dual need 


They're Prime Prospects for ©" 
materials handling == 
—— equipment 


Here’s a typical BSN-reading lumber and building material super- 

merchant. Observe the size and scope of his physical plant, and an 

accompanying pictorial idea of the materials handling equipment he 

needs in his ever expanding retail operation. 8 
Ebenreiter is one of more than 20,000 BSN dealer readers who do Millions of board feet of This 5,000-Ib, Clark Hi-Lo Stacker 
88.2%* of the industry’s $10 billion annual sales volume—their sales ose a — Dae oy noe ogaa.” soni gplomene, 
average nearly $500,000 . . . many of them in the millions. cae sly aad SEES dbleler eoad. iste boord, 
They are the preferred one-stop purchase source of 100,000 profes- ~ nomically if customers are and the hundreds of other home- 
sional contractor-builders, plus 46 million hobby and do-it-yourself to be properly served and _ building and home-making prod- 
minded families and farmers. if dealer is to profit. — 


If you are looking for a ripe and ready new market for a wide range of 
materials handling equipment~—loaders, stackers, conveyors, trucks, 
etc., ask the BSN man who calls on you for detailed data concerning 
the $10 billion lumber and building material market. Or write for 
““How to Sell Today’s Building Material Supermerchant,”’ and judge 
for yourself. 


BUILDING. Ji ae 


SUPPLY NEWS SO: ET tahite — 
} a= | Portable conveying equipment like this “Rapistan” wheel con- 


— ||’ yveyor has a variety of uses in the modern lumber and building 
5 SOUTH WABASH AVE., CHICAGO 3 , \ ~~ material operation. 


Fl RST with readers 

Fl RST with advertisers 
FIRST in editorial excellence 
FIRST in industry services 
FIRST in dealer buying power 


LOWEST in advertising cost Agee. ~~] a 
always the FIRST —— oe ee , 


..° ° . Here's an idea of the rang Here's a typical materials 
dealer merchandising publication | ‘is deened eupadiy ak mete. leading qperatlan—Wh. wok 
J rials handling equipment used to motor truck--out of the 

by BSN dealer Ebenreiter. warehouse, on fo the job. 




















IT’S IMPOSSIBLE 
TO SELL CANADA 
a WITH U.S. PAPERS! 





*<—_ — 





Canada is a national market 
—actually nine major markets 
—reached only through 
national Canadian business 
publications. The recent 
survey* made for the 105 
member BNA _ publications 
tells you who reads Canada’s 


national business media, 





how much they read and 





action taken. Write to-day 






for this complete story 


of 105 






Canadian Business 





publications. 








*Gruneau Research Bulletin 
195 t on request 
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BUSINESS NEWSPAPERS ASSOCIATION 





137 WELLINGTON ST. W., TORONTO, CANADA 
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systems can be cleaned and steri- 
lized without being dismantled, by 
pumping the cleaning and sterilizing 
solutions through. Even the pumps 
are cleaned in place by merely re- 
moving the propellers so that the 
solutions can pass through, 

Another trend is toward mechan- 
ical casing and uncasing of glass 
bottles and paper cartons. Milk deal- 
ers are installing automatic casing 
and de-casing machines, saving 
many man-hours of labor and many 
dollars in cost. 

Milk is now being delivered to 
homes, hotels and 
schools in mechanically refrigerated 
insulated trucks. Milk dealers are 
insulating present equipment and 
adding plate-type 
hold-over refrigeration systems, and 
many of the new delivery trucks 
being purchased have 
refrigeration. The result is that it is 


restaurants, 


mechanical or 


mechanical 


no longer necessary to carry ice for 
refrigeration in hot weather. Insu- 
lated truck bodies prevent freez- 
ing of milk in cold weather. 
Package 
grocery stores is increasing rapidly 
due to installation of open top type 
of ice cream display cases. More ice 


sales of ice cream in 


cream is being purchased in gallon 
and half gallon containers, for more 
people have frozen food cabinets, or 
modern home refrigerators with 
freezing compartments. 

Realizing the need for selling its 
products to consumers instead of to 
the U.S. Department of Agricul- 
ture’s Surplus Commodity Corp., the 
dairy industry has embarked upon 
an aggressive advertising campaign, 
principally through the American 
Dairy Association. 

In 1955 ADA will spend over $3,- 
000,000 to advertise dairy products, 
using newspapers, consumer maga- 
zines, radio and TV. They expect to 
expand the budget to over $5,000,000 
annually. Money is provided by 
dairy farmers on the basis of vol- 
ume. 

The dairy product manufacturer 
sometimes acts as collecting agency. 
The ADA has succeeded in obtain- 
ing the cooperation of manufactur- 
ers and packers of other foods to 
advertise dairy products along with 





their own products, such as pine- 
apple with cottage cheese, cake 
with ice cream, pie and cheese, pie 
a la mode. 

Milk production on farms is con- 
tinuing at the record high rate of 
last year. Consumption of milk, ice 
cream, sherbet, dry milk and cheese 
is continuing to rise, and consump- 
tion of butter is again increasing 
after several years of decline 
Cc. J. LINDEN, vice-president, Olsen 
Publishing Co., Milwaukee. 


Progress Without Miracles .. 
From the standpoint of food research 
and technology, the trends and de- 
velopments in the food industry that 
may affect the food market are not 
sensational. It may be refreshing . . 
in a day when every activity of re- 
search is expected to produce a new- 
er and better “miracle” . . to read 
the future of the food industry and 
its markets by looking into what 
goes on around us rather than into 
a crystal ball. 

These trends in food manufacture 
and product development and engi- 
neering are now clearly in evidence: 

1. The food industry, a highly or- 
ganized, $60 billion-a-year business, 
is interested more than ever before 
The 


trend of food manufacture is toward 


in research and technology. 


continuous and automatic produc- 
tion. This involves highly trained 
food engineers. 

A second but interrelated trend is 
toward the enhancement of flavor, 
nutritive quality, and stability of 
color, and such chemical 
constituents as the proteins, fats, and 
carbohydrates that make up foods. 
This calls for an ever increasing 
number of food scientists and tech- 


texture, 


nologists. 

2. The food industry is intensify- 
ing its interest in quality control, 
i.e., maintaining the uniformity of 
its products at high quality levels. 
The trend is toward the improve- 
ment of food acceptance testing 
methods . . the evaluation of foods 
by the human senses of taste, “feel,” 
smell, and vision. 

The past fifteen years has seen a 
notable concentration of interest in 
the sensory testing of foods, both by 


expert panels and by consumer 
groups. Physical and chemical pro- 
cedures for obtaining objective 


Continued on page 33 
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greater sales in the 
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Sales minded, cost conscious firms are running more and more pages 
of advertising in PETROLEUM REFINER. Here they reach more than 
16,000 paid subscribers, 80% of whom are engaged in specialized 
refining-natural gasoline operations. 





UM REFINER aver- 
ages 125 editorial pages 
per issue, featuring retin- 
ing industry engineering 
operating type articles, al- 
most twice as much such 
material as any other mag- 
azine runs. 


ADVERTISER’S MERCHANDISING SERVICE 


. sales aids for you 


In addition to highest paid circulation in the Refining 
Industry, PETROLEUM REFINER Offers you the following 


merchandising services: 


1. Research, market studies on applications of your 


product or service in this industry. 


. Market data booklet,* fact filled, illustrated, annual 


brochure. 


. Construction bulletins,* issued monthly and quar- 


terly. 


. Reprints of your advertising at nominal rates. 


. Photographs from our oil industry library. 


. Reader card service to facilitate inquiries. 


. Copy advisory service to help check technical accu- 
racy and sales appeal of your advertising. 


*Exclusive services with REFINER. 


UK the Refinery Catalog, too 


en, makes it convenient for 
roduct. Be sure to 


include REFINERY CATALOG along with PETRO- 


ink in your — chain, 
ERY CATALOG offers powerful supporting 
pretenses for your PETROLEUM REFINER _— 
tising program. This annual 900-page - wor 
of pre-filed catalogs reaches 7,500 select 


Forging a strong | 


buying power m 


them to specify your P: 


LEUM REFINER in y 


ring the past 18 months, 
PETR LUM REFINER car- 
ried 538 pages from 130 
firms who advertised in no 
other petroleum publication. 


our 1956 budget. 
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More refinery equipment advertising | ) 
is seen regularly in | 
PETROLEUM REFINER 


_.by more refinery men 


with proven buying power 


than in any other petroleum publication] 


and it’s placed at a 


lower cost per thousand 


For facts on Gulf Publishing 
Company specialized all-indus- 
try coverage see following page 
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TWELVE I-R KVG GAS- ENGINE-DRIVEN COMPRESSORS 


add 15,840 hp to rapidly expanding 
natural gas system of 


United Gas Pipe Line Company 


























This 1-R ad copy was slanted to This 1-R pumping station equipment was of special Ad copy showing an I-R refinery 
appeal to compressor users and interest to pipe line men, and was merchandised pump installation was run to reach 


buyers in the specialized drilling- directly to 4,500 pipe liners in the specialized the 16,000 PETROLEUM REFINER 
producing division . . . and mer- PIPE LINE INDUSTRY magazine readers who represent known buy- 
chandised to the 22,000 readers of . ing power in the specialized re- 


WORLD OIL. fining division. 


ere is how Ingersoll-Rand 
advertises to Specialized 


ivisions of the Oil Industry 


Companies like Ingersoll-Rand provides a maximum coverage of 
who sell drilling-producing, pipe the oil industry market 

line and refinery equipment 42,000 buying power men 
know that they get greater yet permits selective coverage of 
advertising impact by merchan- __ each specialized division. You get 
dising specific products and serv- the impact and economy of hori- 
ices to individual divisions of zontal coverage, plus the selective 
the specialized petroleum _ effectiveness of specialized verti- 
industry. cal monthly publications. 

They know, too, that this spe- Use one, two or all three Gulf 
cialized advertising can be most publications to merchandise to 
economically and effectively em- your specialized oil industry 
ployed by using Gulf Publishing markets. Check SRDS for com- 
Company’s specialized publica- bination rates and ask your 
tion plan. nearest Gulf representative for 

Gulf’s combination rate plan complete details today. 


Write today for Free Data books on 
the Specialized Oil Industry Markets. 


(GULF PUBLISHING COMPANY 
~ World's tongue? Rpatetient Oil Industry Publishers 
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judgments on food quality continue 
to receive research attention. Gone 
forever are the days when the proof 
of the quality of the pudding de- 
pended on how well the boss liked 
xt. 

3. The food industry, and par- 
ticularly the food markets, are in- 
terested in increased handling, mer- 
chandising and household conveni- 
ence. Precooked, frozen foods and 
whole meals, portion-ready meats, 
prefabricated for cooking without 
any kitchen preparation, frozen con- 
centrated citrus juices . . these are 
precedent breaking conveniences on 
which many further developments 
will be based. 

These major trends, already clear- 
ly in evidence, derive from the be- 
havior pattern of modern Ameri- 
cans. Trend one parallels our zeal 
for industrial progress. Trend two 
lines up with our desire to improve 
things. Trend three stems from our 
motivation to knock the drudgery 
out of life and free ourselves for 
other more pleasant and more re- 
warding occupations. 

The foregoing are not sensational 
trends, but they are far from unin- 
spiring. No nation in history has de- 
voted such incredible mental and 
physical energy to the business of 
preventing its citizenry from going 
hungry. Ironically enough, as Dr. 
C. G. King of the Nutrition Foun- 
dation has pointed out, we are the 
only, nation in the world where one 
of the important problems in the nu- 
tritional status of our population is 
obesity, a product of overnutrition! 

The food industry, be it said, is 
not without its forward look and 
let us peer for a brief moment not 
at trends but at a few develop- 
ments . . some of them in highly ex- 
perimental stages . . that are creat- 
ing excitement. 

Radiation sterilization of foods. 
Sober judgment on the part of those 
engaged in this newest of the ex- 
perimental methods of preserving 
foods is stubbornly, but intelligent- 
ly, conservative. Practical applica- 
tions are remote. In high voltage 
radiation (that produced by gener- 
ators) flavor and sometimes texture 
are badly impaired. Enzymes which 

Continued on page 36 








sold:1,461 Trailers 
in 60-day period, 
says.., 


WS) Ads Make 3 Big Payloads! 


Notice how Fruehauf Trailer Company (like many other Wall 
Street Journal advertisers) gets a triple response! 

First, Journal ads produce inquiries in volume—and from 
willing-and-able prospects. 

Second, Journal ads help complete the sale. 

And third, Journal ads light a spark for the advertiser’s own 
sales staff 

What an advertising medium! 
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* 
* The $41 billion-a-year spending Chemical Process Industries are expand- 
ing... So volatilely they demand more specialized business paper service. 
And only two publications meet the stringent specifications of CP! buying 
functions . . . production, relying on the plant-wise technology of Chemical 
Engineering . .. management, on the fast news interpretations of Chemical 





Week. Both have the individualized editorial treatment that production and 
management readers want . . . determined by polling 1,500 subscribers 
each month to find out what best helps them in their jobs. This exclusive 
McGraw-Hill practice assures highest readership . . . your guarantee of 
maximum advertising value. Ask your agency! 
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Your 
Catalog Becomes 


| 


| a Powerful 
Selling Tool in 


} 
| 
} 
| 


Your sales volume increases when 
Heinn Binders add sales appeal to 
your catalog and Heinn-designed 
indexing stimulates buying action 
by giving facts in three seconds. 
Years from now, when ordinary 
binders are worn out, your Heinn 
covers will still be a credit in ap- 
pearance and performance. 


Loose-Leaf 
Binders 


Heinn custom-styles loose-leaf 
binders to meet your sales need. 
Because the emphasis is on ideas, 
uncompromising standards and 
service, Heinn attracts customers 
whose names alone are recom- 
mendations. For proof of the satis- 
faction that Heinn delivers, con- 
sider the repeat orders that keep 
coming in...some from companies 
Heinn has served for 40 years! 


New... 


“Facts at Your 
Fingertips,”’ the Ta 
booklet that simplifies / So ee saan 
catalog planning. . 
When writing for 

your copy, please in 


indicate your needs 
in binders and indexes. 


THE HEINN COMPANY 


322 WEST FLORIDA STREET 
MILWAUKEE 4, WISCONSIN 


ORGINATORS OF THE 
LOOSE-LEAF SYSTEM OF CATALOGING 
LEADERS SINCE 1896 
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effect rapid decay of food products 
are inactivated only slowly by ir- 
radiation. 

Nuclear fission sources such as 
Cobalt 60 offer economic possibili- 
ties . . that is, lower operating cost 
in the application of radiation 
but thus far they have not been 
shown to be rapid enough in their 
sterilization action for production 
line use. No impact of “cold sterili- 
zation” on the food canning and 
freezing branches of the food in- 
dustry is likely to occur soon, and 
possibly never. By-products of radi- 
ation sterilization study . . for ex- 
ample, surface pasteurization of 
fresh products for greater resistance 
to marketing lags . . give brighter 
prospects. But refrigeration will be 
an adjunct . . perhaps an even more 
important one . . in extending the 
shelf life of irradiated products, Nu- 
tritional damage, incidentally, does 
not seem a major problem at this 
point in radiation research. 

Food packaging. The struggle to 
get out from under our hazardous 
dependence on imported tin (we 
have uncovered no tin resources in 
the U.S.A. and are not likely to) 
is being won. A tremendous shift 
from a former heavy requirement 
for tin plate in can making has come 
about in recent years by the use of 
organic coatings, the ingredients of 
which are procurable domestically. 

It should be stressed that this shift 
has been attained by long study of 
individual product 
Many food products still require the 
tin-coated can, but even here the 
amount of tin applied has been 
greatly reduced . . and progress in 
achieving the “tinless tin can” will 
be made. 


requirements. 


Nutrition. The conservation of the 
nutritive value of preserved foods 
has received research attention for a 
generation and more. The famous 
University of Wisconsin group 
Edwin Bret Hart, Elvehjem, King, 
and many others . . had much to do 
with the trend toward protecting 
and increasing the nutrient content 
of preserved foods. 

Future emphasis will not be re- 
moved from this aspect of nutrition 





and much exciting work in assessing 
the particular values of the amino 
acids (structural elements in the 
proteins) and in determining the de- 
teriorative influences on all three 
basic constituents of foods . . pro- 
teins, fats, carbohydrates . . is well 
under way. This trend toward an 
ever more intensive study of the 
metabolic roles of the nutritive ele- 
ments in foods has largely removed 
one threat to the food industry . . 
the propagation of error by the food 
faddists. 

The food industry and its markets 
are massive institutions not likely 
to be disturbed by any trends ex- 
cept those well implanted in mod- 
ern American life .. MARTIN Ss. PETER- 
son, editor, Food Technology, Chi- 
cago. 


Pre-Packaged Meat Grows . . 
The most significant trend in the 
meat industry is consumer conveni- 
ence .. “pre-preparation” . . a tidal 
wave that has already engulfed and 
essentially altered many other in- 
dustries. 

Convenience is the most market- 
able commodity in today’s food 
shop . . a single factor which can 
often outweigh price and quality. 
The meat industry has recognized 
this trend, as witness the preponder- 
ance of sliced and packaged proc- 
essed meats. This trend toward 
packaging has given the packer his 
first big chance at brand merchan- 
dising. 

A ripple on this tide of “pre- 
preparation” which will bear watch- 
ing is the trend toward frozen spe- 
cialties, frozen cuts, frozen oven- 
ready meat meals. Packers from 
the smallest to the largest are ex- 
perimenting in one or more of these 
fields . . many in all three. 

Much of the gain in frozen meats 
to date has been in the specialty 
items . . fabricated items like chip 
steaks, formed ground patties, etc. 
These have found a ready market 
because of their convenience. The 
real importance of their ready ac- 
ceptance, however, may lie in the 
fact that they show promise of a 
profitable outlet for the expensive 
trimmings which will result from 
any large-scale production of “por- 
tioned” meat cuts. 

With choice beef loins, for 

Continued on page 40 
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Use Trade Mark Service in the Yellow Pages’ 


' ; 
of telephone directories! tr ae 


° ° F ‘ Nearest Distributor 
A trained Trade Mark Service representative will be In The 
‘Yellow Pages’ 


glad to show you how you can direct buyers to 
your wholesalers and distributors, and £6; . 
DISPLAYING THIS EMBLEM IN 


ring up more sales for them. . 
YOUR ADVERTISING MEANS MORE 
SALES FOR YOUR DISTRIBUTORS 
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The Eastman Editorial Research Service is the best assurance all of us 
have that The Oil and Gas Journal progresses with the requirements of its 
readers. Eastman is a continuing editorial advisory service for publishers... 
for the sole purpose of developing and maintaining better readership. 
Our use of Eastman is a virtual guarantee of editorial progress — for 


You the Advertiser, for Us as Publishers, and for Our Readers. 
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in the multi-billion dollar 


mining market, sales 


influence is centered in the 


executive engineer — a 


dominant group of over 


9,000 who meet every month 


in the pages of 


WAR EDS EEN Ee 


—Jaloiial—(—isiale 





For only $2,880 you can 
buy 12 black and white 


selling pages in 


Mining Engineering, and 


reach the men who 


control this vast industry, 


at a cost of less than 


32c per mining engineer 


for a whole year. 





Mining engineers 
are educated to 
specity and buy! | 


Se ae 


MINING | 


The hmarioah Institute of Mining 
+ and Metallurgical Engineers, Inc. 


y/ 
i 
Y 


ZS 29 West 39th Street, 
AN’ New York 18, N. Y. 
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stance, around $1 per lb. at whole- 
sale, the trimmings which result 
from cutting that loin into ready-to- 
cook portions represent some rather 
expensive stewmeat and hamburger. 
The fabricated specialties may point 
the way to their profitable disposal. 

Frozen meats relieve the packer 
of the bane of perishability which 
has always limited margins so sharp- 
ly in the meat industry. 
form, he doesn’t have to 
can produce at a uniform 
volume despite ups and downs in 
the market; hold the product in an- 
ticipation of more favorable mar- 
kets. 

However, a multitude of prob- 
lems still face the industry and the 
individual firm in entering the frozen 
meat trade: Retail frozen display 
cases are already crowded, One 
packer told us, “You have to talk 
the grocer into throwing out an- 
other line to make room for yours.” 
Some think packers may have to put 


In frozen 
“sell it or 


| their own cases into stores. 


Many retail frozen display count- 
ers cannot hold proper temperatures 
for frozen meats. Temperatures of 
20° to 25 will keep meats frozen 
but do not prevent deterioriation 
in the texture of the meat. The lat- 
ter takes 0° to —10°. Many packers 
will need more refrigeration capac- 
ity to get the —20° to —50° blast re- 


| quired to freeze meats without dam- 


age and the —10 required to store 
them safely. 

Vast changes in the distributive 
mechanism will be required with 
great new accent on low-tempera- 
ture refrigerated transport. 

Frozen cuts, if they come, will 
probably be handled through the 


meat department. Specialties, at 


| present, are handled mainly through 


| the grocery 


department, an area 


| unfamiliar to the packer salesman. 


| Packers report little luck selling the 


frozen specialties through their own 


| salesmen. They are either relying on 


brokers or setting up their own 


| frozen meat sales organization (or, 


in most cases, using a combination 
of brokers and separate sales or- 


| ganization, as with canned meats). 


| 
| 


Growth of the frozen meats trend 


| will mean more packer advertising. 





sold in grocery cases, 
require new “identification.” A 
name well known at the meat 
counter loses some of its punch 
when encountered elsewhere in the 
store, as some packers have found. 

A sudden dramatic answer to the 
problem of off-flavor in irradiated 
meats might lead packers to turn in 
that direction rather than to freez- 
ing. Off-flavor, however, is a vital 
deterrent to sterilization . . or even 
pasteurization . . by irradiation; and 
packers feel better equipped to 
tackle the merchandising and dis- 
tribution problems of frozen meats 
than the technical production prob- 
lem of irradiated meats. 

Frozen meats, as noted earlier, are 
still just a ripple on the rising tide 
of “convenience” meats; but a rip- 
ple that can be expected to grow 
rapidly. Nothing, apparently, 
stem the tide of “convenience” mer- 
chandising. Consumers want it. 
Packers see in it their first big 
chance to do a real job of brand 
merchandising on their premium 
product red meat; perhaps to 
raise meat packing margins out of 
the fractional-cent area they have 
long occupied . . H. L. ROTHRA, man- 
aging editor, Meat, Chicago. 


Specialties, 


can 


Bakers Face Stiff Problems . . 
Major problems confronting both 
wholesale and retail bakers in 1955 
were continuance of the fight a- 
gainst food faddists and the increas- 
ing production of wheat unfit for 
commercial baking. Sales didn’t 
quite keep pace with the increase in 
population. Mounting competition, 
maintenance of margins and person- 
nel problems likewise continued to 
make the baking business anything 
but smooth sailing. 

Some bakers have had to accept 
flour which is not up to top quality 
standard because of the practice of 
farmers to plant the wheat varieties 
that bring the heavy yields. Millers 
tell the bakers they have to pay 
sharp premiums for the type of 
wheat that has good baking quali- 
ties. Thus, despite the vast supply 
of wheat on hand, the baker today 
is paying the highest price in 35 
years for his flour. 

Agriculture Secretary Benson has 
promised action. The USDA, he 
said, is planning a schedule of dis- 


Continued on page 41 
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What makes a good industrial advertise- about tool engineers—by pointing to 


ment? 


problems and solutions within the prov- 


ince of the men in industry who per- 
Most of all, it’s one that offers solutions form the tool engineering function. Try 
to prospects’ problems. This advertise- this quiz. See if your product shouldn't 
ment offers to answer your questions come under the eyes of tool engineers... 


Q. How would you fasten 3,200,000 rivets in 
Consolidated Vultee’s B-36? 


Consolidated Vultee’s B-36 


A, Automatic riveters increase quality and 
precision at Consolidated and cut deep 
into the 15,000 man-hours per plane in- 


vestment. 
ASSEMBLY 


Q. How would you, economically, modern- 
ize this brass tip? 


Eversharp Repeater 
A, Chromium plating, usually an expensive 


operation, is economical, as well as 
modern, if barrel plating method is used. 


Q. How would you increase production and 
decrease labor on the back plate termi- 
nal block of The Honeywell Round 
Thermostat? 


The Honeywell Round 


A, New tooling groups five assembly opera- 
tions and saves 90% labor. 


MANUFACTURING PROCESS | 


Q. How would you cut slitting costs by 
$20,000 in manufacturing safety razors? 


A, Rotary knives will gang slit 1200 coils 
compared to 15 coils with steel knives. 


Only TOOL ENGINEERS could have made these decisions 4 
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Tool Engineers Plan and Equip 


Manufacturing Processes 
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for Industry 


You may not have known the answers to the 
questions on the preceding page, but you should 
now the men who do. 

k th ho d 


Their functions are broad; their responsibilities 
heavy. They are vitally concerned with the selec- 
tion of materials, machines, tools, methods of 
assembly. Their day’s work calls for determining 
and specifying the items required to manufacture. 


That’s why the men who perform the function of 
tool engineering need to know about your product. 
To tool engineers, a product represents an idea. 
Perhaps it’s a way to improve an end-product’s 
quality. Or to achieve greater precision. Or step up 
production. Or any of a number of other ways to 
better manufacture. 


For this information they look to you. They look 
for you—your product—in the only magazine of 
tool engineering, THE TOOL ENGINEER. Here, 
in an atmosphere created by timely, authoritative 
articles on technological developments, industry’s 
30,000 tool engineers are receptive to your product 
idea. 

Their major working interests are products and 
processes for manufacturing. These interests are 
your stock in trade. Tell them how your product 
can help them so they can help you. Tell them in 
the pages of the one magazine of their profession 


—THE TOOL ENGINEER. 


Publication of the American Society of Tool Engineers 
ASTE Building, 10700 Puritan Ave., Detroit 38, Mich. 
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counts to apply against inferior 

wheats under the loan program next 

year. 

For years the Bakers of America 
program has been aimed at stimu- 
lating a greater demand for bakery 
products. In the past two years, and 
in 1955 especially, the theme has 
shifted to a concentrated education- 
al campaign on the nutritional value 
of baked foods. 

The baking industry is combat- 
ting the clammering of the food fad- 
dists through publicity and through 
opinion forming groups, especially 
educators. At the present time, 
there has been an increase in the 
release of educational material, de- 
signed for use in schools, to build 
a greater appreciation among chil- 
dren for bakery products and to 
reach their homes through the stu- 
dents. 

There is a staff of seven nutri- 
tionists operating in seven areas of 
the country to tell the nutrition 
story. Noted nutrition authorities 
have been retained to appear on 
speaking programs to drive home 
to key people the part baked foods 
play in a balanced diet. Publicists 
distribute releases of these speeches 
to media which reach a wide audi- 
ence, 

In one recent month, The Ameri- 
can’ Institute of Baking, Chicago, 
filled 4,225 requests for more than 
400,000 pieces of literature on nu- 
trition. This is solid proof that the 
promotion campaign is definitely 
paying off. 

The policy of the Bakers of Amer- 
ica is to get their story across to the 
73 million children under 19 years 
of age, so that ten years from now 
they will continue to consume bak- 
ery products at the same rate as 
they are today. 

At mid-year, 1955, it appears that 
the baking industry has not yet 
found a solution to the problem of 
the five-day week. Many bakeries 
operating on this plan, using drop- 
outs or swing-shifts, still show a 
profit, but reports indicate that 
higher costs, more stale returns and 
slightly lower sales volume have cut 
into profits. 

Proof that bakers in areas not af- 
fected by the five-day week are 
aware of the evils was shown by 
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Personnel changes 


The NATIONAL PROVISIONER has more services to help 
you get a bigger slice of the $17 billion Meat Packing Industry 


(Second largest single manufactured product industry) 


The NATIONAL PROVISIONER—for 64 years the recognized authority 
and headquarters for meat industry information, is the most extensively 
quoted source. Published weekly because of its timely news and editorial val- 
ue, NP is bought and read by 97% of the packing plants you want to sell. 
Advertisers prefer the Provisioner because it produces results. It consistently 
carries the largest volume of advertising—more than TWICE as much as the 
next publication. Use The National Provisioner to sell your product to the 
owners and managers who make the buying decisions for more than 4,000 
primary plants (Packers, Sausage Manufacturers, Renderers). 





Write for outline of National Provisioner’s 5-point Merchandising Package 
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Leading Publication in the Meat Packing and Allied Industries Since 189) 


15 WEST HURON STREET * CHICAGO 10 












August 1955 /41 












to meet their increasingly complex needs... 


were stepping-up our 


to design 


| Now. eEVERY OTHER WEEK 


publishing schedule more than doubles 


MACHINE DESIG service to its readers 


(starting January 12, 1956) 


Accelerated Design Developments 
Call for Greater Frequency 


The editors of MACHINE DESIGN recognize 
that a monthly is no longer adequate to meet 
the needs of design engineers. 


The entire area of design engineering has liter- 
ally outgrown the method of editorial coverage 
we used for 25 years. Products of American 
industry daily become more complex. Almost 
overnight, new developments spring forth at a 
rate undreamed of when MACHINE DESIGN 
was established as a monthly. 





Booming Growth Ahead 
Will Further increase Information Needs 


Development of automatic operation, ease of 
control, and the expanding volume of mass pro- 
duced products means increasing complexity of 
design. Whole new subject areas are opening up. 
This tremendous growth in the amount of engi- 
neering urgently requires a parallel increase in 


timely editorial coverage by MACHINE DESIGN. 


Adding more editorial material is practical only 
on an every other week publishing schedule. 


What Every Other Week Means 
to Readers 


It means a slimmed-down, easier-to-read, more 
timely book. In the past 10 years, our editorial 








information service 


engineers 








volume has doubled. Even this editorial leader- 
ship must be outstripped if we are to continue to 
give complete coverage of subjects important 
to engineers. 


More pages per issue would mean too much 
important information for the reader to absorb 


at a time. Twenty-six rather than twelve issues Every Other Week 


in ’56 will enable us to speed information to 


readers in a practical-sized format. start 7 n g Ja nua ry y| 2, ] 9 5 6 


What Every Other Week Means 
to Advertisers 


It means greater visibility for the advertiser’s 
message because of fewer pages per issue. It 
means even more thorough readership of the 


already ‘“‘best-read’’ design publication: It means 

faster and greater pass-along readership. It means a PENTON publication 
26 opportunities a year to get your sales story 

to the more than 100,000 design engineers who 

read this magazine. MACHINE DESIGN, 

Penton Building, Cleveland 13, Ohio. 

















is the nation’s 


FASTEST GROWING 


- HOSPITAL 
MARKET 


FOR SUPPLIES... 
Southern hospitals are 
spending annually .. . 
more than $275 million 


NEW CONSTRUCTION 
. . . New facilities now 
building or planned total 
more than $300 million 


STILL NEEDED... Just 
to catch up with present 
needs will require... more 
than $1 Billion in new 
hospitals and facilities 


FOR 100% COVERAGE 














of this vast Southern market of 15 
states and the District of Columbia 


LOOK 70 


Southern 
journal 


HUS?TS 


As the official publication of the Southern 
state associations and of both the South- 
eastern and Virginia-Carolinas Conferences 
Southern Hospitals enjoys the respect of 
Southern institutions and the people who run 
them. Edited and published by Southerners 
for Southerners, readership comes naturally! 


CLARK-SMITH PUBLISHING CO. 


218 W. Moreheed St:, Charlotte 2, N. C. 
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the tenacity of the nine major Cin- 
cinnati bakers to avoid it. The 
eight-week strike that resulted cost 
them dearly, even though the six- 
day operation remains .. PAUL A. 
MELINE, associate editor, Baking In- 
dustry, Chicago. 


Frozen Food Bottleneck .. If 
there is one factor which transcends 
all others in today’s marketing of 
frozen foods it is that consumer de- 
mand for these convenience prod- 
ucts is outstripping the retailer’s 
ability to accommodate them. 

The so-called display case “bottle- 
neck” is not a new problem to frozen 
food marketers. It will always be 
with them since frozen foods will al- 
ways require special low tempera- 
ture equipment. Yet never before 
in the history of a highly competi- 
tive industry has the battle for dis- 
play space been more keenly waged. 


Some chains and super markets 
are coping manfully with the display 
case problem. Super Market Insti- 
tute reports that supers opened in 
1954 had an average of 55 lineal feet 
of low temperature display equip- 
ment for frozen foods. This com- 
pares with 70 lineal feet of self- 
service meat cases, and meat ac- 
counts for some 24 per cent of store 
volume. New super markets with 
more than 15,000 square feet of sel- 
ling area had an average of 77 lineal 
feet of frozen food display case 
equipment and 92 feet of self-serv- 
ice meat cases, 


The U. S. ate 6.9 billion pounds 
of frozen foods in 1954, which means 
that per capita consumption totaled 
42 pounds figuring concentrates in 
their edible form, i.e., reconstituted 
with water. This represents an eight 
pound increase over per capita con- 
sumption of the previous year. A 
16% increase in cooked and pre- 
pared sales volume played an im- 
portant role in this gain. 

In fact, many industry leaders see 
the cooked and prepared category 
topping all others in production in 
the next few years. They point to 
the fact that the 1954 pack of these 
frozen items totaled 400,000,000 
pounds compared with 275,000,000 
pounds the year before. 








Altogether, 1955 finds some 1,500 
packers producing frozen foods . . 
about 100 more than last year, not- 
withstanding such notable mergers 
as Stokely-PictSweet, Snow Crop- 
Minute Maid, Campbell-Swanson. 

Meantime, volume retailers 
chains, super market and retail co- 
operative groups . . are finding that 
frozen foods are particularly suit- 
able to their operations. The chain 
store operator has the capital to in- 
vest in the display and backroom 
storage facilities so essential to doing 
a big job in the frozen food depart- 
ment. 

Thus, the chains (four or more 
stores) are doing 70 to 75% of retail 
frozen food volume, with the inde- 
pendents doing 25 to 30%. This re- 
verses the situation in the dry gro- 
cery business where the chains do 
40% of retail volume and the inde- 
pendents, 60%. 

Many chains today do between 5 
and 7% of total store volume in the 
frozen food department, and some 
freely predict that this figure will 
reach 10% by 1960. Consequently, 
many volume retailers are getting 
into private label on frozen foods 
with both feet. Safeway, Kroger, 
Jewel, First National, Colonial, 
American Stores and Grand Union 
are among chains which are mar- 
keting a widening line of frozen 
foods under their own labels. 

It is significant that the A&P, 
which has been conspicuously slow 
in moving in this direction, began 
marketing its own label of frozen 
orange juice concentrate in New 
England in June. 

What does the immediate future 
hold in store? . . more frozen food 
items and more brands, especially 
cooked and prepared; markedly in- 
creased volume for frozen meats, 
which are beginning to come into 
their own; more mergers but, in the 
over-all total, more packers of frozen 
foods; increased consumption of all 
products, sparked by the first in- 
dustry-wide program of consumer 
education which is now taking form; 
more private label by volume retail- 
ers, and an intensification of the 
battle for display space which has 
kept profits thin in an industry 
where volume continues to soar. . 
A. H. ROSENFELD, editor, Frozen Food 
Age, New York. = 









American Builder field editors 
regularly locate and publish 
examples of how builders use 
power tools to finish jobs faster, 
better, and atlowercost. Some- 
times these uses of familiar 
power tools are not known to 
the manufacturers who pro- 
duced them. 


Through the use of power 
tools and equipment thou- 
sands of American Builder sub- 
scribers are equipped to handle 
a wide range of work. They offer 
a tremendous market, pre- 
conditioned by editorial con- 
tent that encourages buying. 
Your American Builder Repre- 
sentative can furnish informa- 
tion that will help you capture 
more of this huge market. 


“Balanced Coverage 


American Builder Field Report 


contractor . 


Dohrmann & Crandall, contractors, 
are located in Eldora, Iowa, popula- 
tion 3,107. With power tools they do 
$300,000 to $350,000 worth of non- 
residential building a year within 50 
miles of home. 

The company specializes in building 
new schools, school additions, churches 
and church additions, commercial and 
residential remodeling. A 20-man crew 
has been steadily employed for 2% 
years. During summer months more 
than 50 men are employed. All are 
carefully trained in the use of fast, 
power-tool teamwork operations that 
enable the company to handle big, 
highly competitive jobs. 

This organization writes specifica- 
tions, handles masonry, concrete, 
carpentry work with its own crew, 
lays flooring, asphalt shingles, does 
some glazing, sets steel frames. Other 
work usually is sub-let. A full crew 
can be put on any part of a job for 
fast completions. The concern also 
has a well equipped cabinet shop that 
produces large quantities of special 
millwork for its jobs. 


Bigger Business” 


see’ 


“big league”’ 


Because of power tools and equip- 
ment, the company is self-contained, 
able to handle many different kinds of 
work quickly and efficiently. In the 
following inventory of power tools, 
numerals indicate the number of each 
type of machine the company owns: 








Drag Line and Hoe for excavating- 
trenching (1) Caterpillar with Bull- 
dozer Blade for grading, back-filling (1) 
Concrete Mixers (3) Vibrator (1) 
Tamper (1) Steel Forms (rented) 
Power Buggy for pouring cement (1) 
Cement Finisher (1) Portable Power 
Hoist and Elevator (1) Tubular Scaf- 
folding (20 brackets) Portable Elec- 
tric Saws (3) Radial Saws (2) Mason- 
ry Saws (2) Table Saw (1) Band Saw 
(1) Saw Filer (1) Sanders (3) 
Router (1) Jointer (1) Electric 
Plane (1) Electric Drills (4) Electric 
Hammer (1) Mortar Mixers (2) 
Transit and Tripod (1) Hydraulic 
Jack (1) Portable Scales (1) Sump 
Pump (1) Acetylene Torch (1) 
Electric Welder, (1) Forge and Anvil 
(1) Motor Trucks (5). 
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of industrial sales and advertising 


Distributors decry profit drop 


Net profit dips to 1.16% 
of sales; urge ‘selective 


distribution’ as solution 


® PHILADELPHIA . . Industrial dis- 
tributors’ net profit after taxes has 
sunk to 1.16% of sales, lowest re- 
turn in 21 years, the National In- 
dustrial Distributors’ Association has 
announced. 

The association revealed the fig- 
ures in a folder wherein it declared 
that industrial distributors’ net 
profits have dropped 63% in five 
years. Decrying a “profitless pros- 
perity,” the association warned in- 
dustrial manufacturers that the fig- 
ures show a “dangerous trend which 
makes corrective measures highly 
imperative.” 

Net profit after taxes was shown 
for the past five years as follows: 
1950, 3.13%; 1951, 2.82%; 1952, 
2.22%; 1953, 1.96%; and 1954, 1.16%. 


wee ae 


Other figures quoted showed ex- 
penses rising while gross margins 
and turnover generally sank during 
the five-year period. 

To reverse the trend, the associ- 
ation urged manufacturers to use 
fewer and better distributors. NIDA 
terms this “selective distribution” 
and tells about it in another folder 
titled, “Selective Distribution In- 
creases Profits.” In it, NIDA de- 
clares: 

“An unwarranted number of dis- 
tributing outlets neither increases 
the user’s needs nor expands the 
market for any product. Instead, it 
needlessly complicates the problems 
of distribution. 

“The consumption of industrial 
products in any area is dependent on 
the number of industrial users and 
the rate of industrial production. 
Indiscriminately enlarging the num- 
ber of outlets will not automatically 


increase consumption. 
Pe TT ~~ 





17.763 manufacturing 
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in search of lower costs! 











Promote a Fromotion .. Full page ads like these in business publications are 
pushing the National Machine Tool Builders Assn.’s Machine Tool Show (see story, right). 
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“An excessively large number of 


distributors intensively competing 
for a limited volume of business 
magnifies the temptation to engage 
in cut-throat practices. Selective 
distribution minimizes this tempta- 
tion.” 

NIDA defined selective distribu- 
tion as “a method of merchandising 
by which the manufacturer sells his 
product in a given territory through 
an adequate but selected number 
of distributors, referring all in- 
quiries to and making all sales 
through them instead of selling in- 
discriminately to every available 
distributor who can be induced to 
carry the manufacturer’s line.” 

The association added: “Manufac- 
turers should realize that they are 
competing with each other for the 
time and attention of distributors 
and their salesmen. When their 
products lack the profit appeal, at- 
tention is certain to be diverted to 
other, more attractive lines.” 

[For one distributor’s view, see 
“Problems,” p. 60.] 


Business paper drive lures 
Machine Tool Show visitors 

cHIcaGo . . A six-month business 
paper and mail campaign to whip 
up interest and attendance at the 
Machine Tool Show will come to a 
climax when the show opens Sept. 
6 at Chicago’s International Amphi- 
theatre. 

The National Machine Tool Build- 
ers Association, sponsor of the two- 
week show, has run nine different 
ads in 18 business publications, four 
business news magazines and 16 ex- 
port publications. Many of the ads 
feature the number of visitors, by 
job title, expected to attend (17,000 
general managers, 18,700 engineers, 
15,000 presidents, etc.). 

The campaign was developed 
through the unusual combined ef- 
forts of an association advertising 
and sales promotion subcommittee 
headed by Joseph T. Vinbury, ad- 
vertising manager, New Britain Ma- 
chine Co., New Britain, Conn, The 
advertising was handled by Fuller 
& Smith & Ross, Cleveland, which 
prepared the ads and the schedule 
and designed a show trade-mark. 
Clapp & Poliak is the show man- 
ager. 

A booklet package mailed to as- 

Continued on page 48 






How to Eat Uour Hat 


Mostly, we produce good advertising. Quite often 


it is very good. 


But occasionally we have a flop. Sometimes a cam- 
paign is not as successful as we had reason to expect 
it would be, or as the client has a right to expect it 
should be. Because we conduct a continuing study of 
advertising effectiveness, we usually know quickly 


when a campaign is not doing well. 


When that happens, we tell the client immediately, 
even though he may have fallen in love with the cam- 
paign himself, or have been hearing flattering com- 
ments from his friends. We also tell him why we think 
it is not doing well, and recommend that it be discarded 


in favor of something more successful. 


If it is obvious that a considerable time lag is 
inevitable before a new and better campaign can be 
started, we suggest that space be cancelled in the 
meantime. This makes our media friends and our 
controller very unhappy, and we are sometimes accused 


of bending over backwards to be noble. 





That is not the case. We do not eat our hat out of 
nobility, nor because we think that humility is neces- 


sarily good for our corporate soul. 


But we do believe—and very strongly—that confi- 
dence in our integrity as well as our ability is absolutely 
essential to the “partnership” relation we work hard 


to maintain with our clients. 


They retain us to use, in their best interest, our skill 
and judgment as marketing specialists. But because 
skill and judgment are never infallible—and because 
it is their money we are spending—they have a right 
to expect us to be as honest in admitting failure as we 
are in claiming credit for success. Only when they 
know beyond any doubt that they can trust us in any 
situation—even when our own income is jeopardized— 


can we work together with the closeness of partners. 


And that is the way we want to work with clients. 
When there is the give and take of real partnership, 
something good happens. There is a plus value in such 
relationships that makes both partners more produc- 
tive than either could be alone, and that makes every 


advertising dollar work harder and more efficiently. 


In the process of serving a wide variety of clients— 
several of them for more than a generation—we have 
had to eat our hat a number of times. Always we have 
done it with as much speed and grace as possible, 
knowing that while such a meal is never palatable, 


it ¢s always seasoned with experience. 
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SEND FOR YOUR 
COPY TODAY! 





THE $4 BILLION | 
WESTERN 

METALWORKING 
INDUSTRY 


and how 
WESTERN 


MS*FALS 


can help you sell it! 





An 8-page guide for sales executives 
who want to capture the fast-growing 
western metalworking industry which 
in five years has gained $21 billion in 
value of manufacture, has doubled its 
production workers since 1947. 


Includes complete saies presentation 
conforming with the NIAA Outline. 


Describes WESTERN METALS’ 3- 
Way VERIFIED CIRCULATION 


1. VERIFIED BY BPA with 98.62% 
verification by “communications 
direct to publisher.” 

2. VERIFIED FOR BUYING INFLUENCE 
through confidential customer 
lists furnished by more than 50 
firms who sell the industry. 


3. VERIFIED FOR READERSHIP by 
limiting circulation to readers 
who regularly signify they read 
WM, find it useful and wish to 
continue receiving it. 


Get the FULL story on how the 
West’s fastest growing industrial 
publication can serve YOU — 





os 


Advertising Pages (Increase or Decrease) 
in 1954 compared with 1953 


WESTERN 
METALS 


UP 62 PAGES 







Other western 
metalworking 
publication 


DOWN 
103 PAGES 














*Source: January 
1955 Industrial 
Marketing 


WESTERN METALS 


A JENKINS PUBLICATION 


198 SOUTH ALVARADO ST 
LOS ANGELES 57, CALIF 
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sociation members contained the ad- 
vertising and promotion schedule, 
reprints of all the ads, and offers 
of sales promotion items such as let- 
ter stickers and logotypes for 
NMTBA members’ use. 

The association will ask every 
show visitor to register on a card 
with a four-digit number patterned 
after the Standard Industrial Classi- 
fication. After the show all visitors’ 
names will be classified by SIC 
number and published in a bound 
volume for use by marketing men 
in maintenance of lists, territorial 
quotas, and as an aid in analyzing 
markets to be compared with circu- 
lation of metal-working publica- 
tions. 


‘Street Engineering’ pilot 

issue sells 100 pages of ads 

® cHicaco .. A 196-page pilot issue 
carrying 100 pages of paid adver- 
tising has been published by Street 
Engineering nearly six months be- 
fore the first regular issue bows next 
January. 

The pilot issue is a full-scale mag- 
azine. The rate was $150 a page, 
compared with $295 a page on a 12- 
time frequency in regular issues. 

The publication, a new monthly 
for municipal officials concerned 
with streets and traffic, is being 
introduced by Gillette Publishing 
Co. and has a guaranteed controlled 
circulation of 10,000. The pilot issue 
went to 14,000 city officials and 
others. 


New study shows where heavy 
equipment is distributed 
@ NEW yorK .. Construction Equip- 
ment, a Conover-Mast publication, 
has recently completed a large-scale 
survey of the market for heavy 
equipment in construction and allied 
fields. Made through Ross-Federal 
Research Corporation, the study was 
conducted by mail, Questionnaires 
to 10,000 contractors, 
counties, municipalities, utilities, 
mines, loggers, and other users of 
heavy construction equipment and 
materials. 

Replies, which totaled more than 
2,100, provided a good cross-section 


were sent 








Turnabout. . Editors, who always re- 


floods of 


ceive publicity pin-ups, have 
made their own contribution to the cause 
of more and better cheesecake. Here is 


Miss 
model Diane Parker, ‘’queen” of the West- 


Western Business Publications,” 


ern Society of Business Publications. 


of the market as a base for industry 
projections, enabling the publication 
to indicate percentages of use in 
each segment of the market for the 
major items of equipment covered 
by the survey. Of the returns, 1,521 
were from contractors, the remain- 
der being distributed among other 
groups which are important in the 
construction market. 

A study made by Associated 
Equipment Distributors, made up of 
the leading construction equipment 
dealers in the United States, was 
used in the study to indicate the 
percentage of the equipment market 
represented by each group. Accord- 
ing to this study, contractors buy 
55% of the machines sold; counties, 
113%; mining and logging, 9.7%; 
industrials, 9.2%; cities, 5.5%; state 
and federal, 5.3%. 

A breakdown by product types 
shows the percentage of users in 
each category owning a given kind 
of equipment, and also the number 
of pieces owned per 100 employes. 
Among contractors the number one 
item of equipment is the crawler 
tractor, as the study shows that 
72% own machines of this type, and 
that there are 4.67 machines owned 
for each 100 employes. 

Other leading items of heavy 

Continued on page 52 






TO GET... 


the most out of your Sales Effort 
in the huge Original Equipment Market 


Buy this “PACKAGE” of influence at a “PACKAGE” price 
DESIGN NEWS | 


| 











MECHANICAL 


PUBLISHED TWICE A MONTH 





FOR METALWORKING PLANTS ONLY 


PURCHASING NEWS VO U R vee 
is published exclusively DESIGN NEWS contains 


for Purchasing Men World-Wide News 


in Metalworking Plants “PARTNERS IN PROGRESS” of Product 








Design Developments 


The circulations of PURCHASING NEWS and DESIGN NEWS parallel and complement 
each other in providing ideal advertising coverage of the Purchasing and Design 
Engineering functions in metalworking plants . . . the Original Equipment Market. 


CIRCULATION BREAKDOWN BY INDUSTRY 
Industry classifications are SIC. Figures are for the June 1955 issues of 
PURCHASING NEWS and DESIGN NEWS 


Purchasing Design 

News 

Ordnance 336 
Furniture & Fixtures—Metal only 1 100 
Primary Metal Producers 320 
Fabricated Metal Products 758 
Burners, Furnaces, Heating Equipment 452 
Machinery, Non-Electrical 8448 
Machinery, Electrical 4957 
Transportation Equipment 4378 
Professional, Scientific & Controlling Instruments 1302 
Miscellaneous Manufacturing 285 
Consulting Engineers, Research & Development Laboratories 1588 
Government Research Development & Procurement Agencies 606 
Miscellaneous Non-Metalworking 865 
Colleges, Universities & Libraries 80 
24,475 





Every bit of this circulation is—100% request—100% verified every year. 


ROGERS PUBLISHING) New York 17 | Cleveland 13 Detroit 3 Chicago 6 | Los Angeles 13 


COMPANY) 60€E. 42nd St. [1123 Terminal Tower | 20420 Woodward Ave.| 20 N. Wacker Dr. 816 W. 5th St. 


Executive Offices: Englewood, Colorado MUrray Hill 2-5317 TOwer 1-4475 TUisa 3-4250 ANdover 3-2176| MUtual 8335 
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PURCHASING NEWS provides Intensive Coverage in ORIGINAL EQUIPMENT MARKETS 












If You Are 
Selling... 
Components 
Materials or 
Services to 












































Original 
Equipment 
Markets... 
You will be 
Interested 
in Answers 
to these 
Questions 








What Sort of Man is Today’s Purchasing Agent? 
What are His Interests? How does he function on OEM Purchases? 


In a recent talk before a group of industrial marketers, a Purchasing 
Executive for one of America’s leading manufacturers of appliances, 
machinery and apparatus shed considerable light on these important 


marketing questions. 


In contrasting the ‘Purchasing Agent of 
today as compared to his counterpart of 10 
or 15 years ago”’ he said— 

“The chief difference to my mind is that— 
“A Purchasing Agent today is pri- 
marily concerned with VALUE. 

“‘The Purchasing Agent of yesterday 

was primarily concerned with PRICE. 

‘There is a real difference. The whole 
concept of the job has changed. 

“‘Today’s Purchasing Agent is a 
professional representative of his engi- 
neering and manufacturing departments, 
as well as their chief communicator with 
the outside world. 

‘‘Because he has technical competence 
he participates in the basic buying deci- 
sions . . . he concerns himself with the 
ultimate value of the things he buys in- 
stalled in his products, rather than with 
chiselling on prices. 

‘‘He knows that in many cases he is going 

to buy a more expensive item and thereby 

ultimately reduce the installed cost in 
his product, or increase its salability. 
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“The purchasing job (in Original 
Equipment Markets today) requires tech- 
nical understanding if it is to contribute its 
full measure of profits. You (marketers) 
can expect to be dealing with better edvu- 
cated, better trained, more versatile buyers 
in the years ahead." 

In commenting on the purchase of Raw 
Materials and Manufactured Items this 
Purchasing Executive made these interest- 
ing observations. 

“‘Raw Materials—To reduce costs in raw 
materials requires new and imaginative 
use of existing materials. What is wanted 
from a supplier is Technical Service... 
ability to analyze the use of materials... 
real application engineering in fully exploit- 


ing the characteristics of the materials 
involved. 

‘‘Manufactured Items—This includes an 
almost unbelievable complex of standard 
and special manufactured items. On such 
items every Purchasing Agent's problems 
are different. But the one thing every Pur- 
chasing Agent is looking for is THE VALUE 
OF THESE THINGS INSTALLED IN HIS 
PRODUCT." 

With its intensive coverage of Purchasing 
Men in the Original Equipment Markets 
PURCHASING NEWS is the fast and eco- 
nomical way to transmit essential informa- 
tion about your Materials, Components 
and Supplies to these men. Nearly 11,000 
of PURCHASING NEWS’ 12,311 circulation 
is concentrated on the heart of the huge 
Original Equipment Market. This circula- 
tion is 100% in the United States ... 100% 
“request”... 100% verified every year. 





For further information, write to 
ROGERS PUBLISHING COMPANY 


New York + Cleveland « Detroit - Chicago « Los Angeles 


Executive Offices: Englewood, Colorado 
Publishers of PURCHASING NEWS and its “Partner in Progress” DESIGN NEWS 
—The National News Magazine for Purchasing Men in Metalworking Plants 











World-Wide 
Editorial Coverage 


Here’s why 
DESIGN NEWS 


Produces such 
Exceptional Results 


e Hundreds of manufacturers advertise their 
Materials, Components, Engineering Equipment and 
Services in DESIGN NEWS. 

These advertisers will bear witness to this fact... 
that the gratifying results from their advertising in 
DESIGN NEWS constitute an ideal foundation for sales 
to the huge Original Equipment Market. 

Growing Recognition for their products and services 
is accompanied by Inquiries that are exceptional 
both in quantity and character. 





@ Exceptional Readership of 

DESIGN NEWS explains these 
Exceptional Results 

This exceptional readership has been created by the 
application of publishing concepts and policies that 
are, for the most part, new to the field of Technical 
Design. 

We think you will be interested in the following 
summation of these publishing principles and prac- 
tices. They have created an advertising medium that 
sets a new standard of advertising efficiency and 
effectiveness. 


@ NEWS REPORTING of Technical 
Design Developments 

NEWS treatment has a tremendous appeal to mature, 
experienced design engineers. They must keep fully 
informed. But they have neither the time, nor the 
inclination, nor the need, to dig out the meat of an 
idea from the carcass of long-winded, “‘text-booky”’ 
articles. The NEWS has “liveness” because of the 
semi-monthly publishing schedule of DESIGN NEWS. 


ELECTRONIC 


HYDRAULIC 


oP, 
< 


® A World-Wide Staff of 
Editors and Correspondents 

The thousands of readers of DESIGN NEWS are 
assured that they will get all the available news of 
design developments from foreign industrial coun- 
tries as well as from the United States. 
Our Overseas editors and correspondents are located 
in England—Germany—Switzerland—Italy—Sweden 
—Spain—Denmark— France—Holland—Turkey— 
Australia—Canada—South Africa—Japan. 


® Staff Writing and Illustration 

of all NEWS Reports 

Digging out the meat from these world-wide reports 
is done for our readers by DESIGN NEWS editors. 
Simplified drawings, executed by our staff artists, 
clarify the fundamentals of new designs. This modern 
editorial concept—which has built top readership for 
leading general news magazines—has created Inten- 
sive Readership for DESIGN NEWS. Staff writing and 
illustration assure adequacy and clarity... with brevity. 


@ Maximum Visibility... 
for Advertising and Editorial alike 

The relatively new, “king-size” format contributes 
to the advertising effectiveness of DESIGN NEWS. 


ELECTRICAL 


fh 


=x Te 
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MMMMMMMMMMMMllyyy 


Every ad shares the page with significant editorial 
matter. Good paper and good printing add to the 
over-all reader appeal. 


@ A TOUGH Circulation Policy 

DESIGN NEWS’ circulation is 100% “request” 
circulation...100% verified every year. The Pub- 
lisher will NEVER add a name to the list...or keep 
one on...just for the sake of claiming “coverage.” 
Coverage, without assurance of interest, without 
readership, is a waste of somebody’s money... 
generally the advertisers’. 


@ We Invite You to See for Yourself 

There has been, for years, an open invitation to 
advertisers and prospective advertisers to visit us 
and pore over our circulation records to their heart’s 
content... WITHOUT SUPERVISION from us. 

Visit us. See this tough circulation policy in 
operation. It is sensible and effective. With the right 
editorial background it has built a circulation of over 
24,000 (all of it in the United States) and clear indi- 
cations of more than twice that number of READERS. 

There, in summary, are the major reasons for the 
Exceptional Readership that produces Exceptional 
Results for DESIGN NEWS advertisers. 


For further information, write to 


ROGERS PUBLISHING COMPANY 


New York + Cleveland + Detroit - Chicago « Los Angeles 


Executive Offices: Englewood, Colorado 
Publishers of DESIGN NEWS and its "Partner in Progress” PURCHASING NEWS 
—The National News Magazine for Purchasing Men in Metalworking Plants 


August 1955 /'81 





hut different! 


The PACKAGING family is a big one 
—but how different its important mem- 
bers! Doll makers need packages—so do 
heavy-chemical manufacturers; but the 
former is strongly sales-slanted in his 
packaging needs and purchases, the lat- 
ter mainly preoccupied with protection. 


PACKAGING has grown too big for one 
magazine to deal adequately with both 
consumer and industrial interests and 
needs—and the INDUSTRIAL segment 
is too important for one-handed sales 
attention and promotion. That’s why 
a different magazine had to be born— 
and why it has met with such a warm 
welcome by its carefully selected readers. 


If you can sell anything on the list below, 
there’s a big potential payoff for your 
advertising in the pages of 


industrial Packaging 


BAGS @ DRUMS & PAILS @ CORRUGATED 
CONTAINERS @ WIREBOUND & NAILED 
BOXES & CRATES @ CLEATED FIBRE BOXES @ 
PLYWOOD CONTAINERS @ CARBOYS e@ CASE 








LINERS @ BARRIER MATERIALS @ VPI PAPERS 


@ WET STRENGTH & REINFORCED PAPER © 
FLEXIBLE CORRUGATED PAPER e@ COATED 
PAPER @ MACHINERY @ 


CANTS & DEHYDRATING AGENTS e INTERIOR 


BRACING @ TAGS, TAPES, STRAPPING, STA- | 


PLING EQUIPMENT & OTHER ACCESSORIES 
* 
Send for a copy and complete data about 


INDUSTRIAL PACKAGING—a sister publi- 


cation to PACKAGING PARADE, the News | 


Magazine of Consumer Packaging. 
* 


HAYWOOD PUBLISHING COMPANY | 


22 EAST HURON ST., 
CHICAGO 11, ILL. 
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equipment owned by contractors and 
the number of pieces owned per 100 
employes are the following: 

Wheel tractors, 44% and 1.39. 

Loader attachments, 34% and .65. 

Tractor loaders (complete units), 
36% and .77. 

Rakes and rippers, 18% and _ .34. 

Excavators and cranes (under 1 
yd.) truck-mounted, 40% and .78. 

Excavators and cranes (under 1 
yd.), and 
1.05. 

Excavators and cranes, (1 yd. and 
over) truck-mounted, 11% and .17. 

Excavators and cranes (1 yd. and 
over) crawler-mounted, 16% and 
62. 

Motor graders, 47% and 1.38. 

Scrapers, 35% and 1.47. 

Dump trucks, 72% and 5.90. 

Other trucks (except dump and 
concrete mixer), 75% and 6.90. 

Low bed trailers, 57% and 1.01. 

Road rollers, 26% and .89. 

Portable concrete mixers, 
and 1.1. 

Concrete vibrators, 37% and 1.73. 

Jackhammers and rock drills, 
41% and 2.52. 

Centrifugal pumps, 51% and 2.62. 

Air compressors, 63% and 2.51. 

Electric generators and lighting 
plants, 38% and 1.7. 

Welding machines, 62% and 2.44. 

Electric power tools, 62% and 
7.87. 

Pneumatic power tools, 29% and 
2.10. 

Winches, trucks and trailers, 33% 
and 1.04. 

Chain saws, 37% and .81. 

Lubricating guns, 51% and 3.3. 

Shop hoists, 34% and .77. 

Principal ownership of equipment 
items by cities included: 

Crawler tractors, 60%. 

Wheel tractors, 58%. 

Loader attachments, 45%. 

Tractor loaders, 48%. 

Motor graders, 83%. 

Scrapers, 23%. 

Dump trucks, 90%. 

Other trucks, 67%. 

Low bed trailers, 42%. 

Road rollers, 45%. 

Pavement breakers, 29%. 

Portable concrete mixers, 39%. 


crawler-mounted, 37% 


34% 


Happy Birthday . . Henry G. Lord 
(center) celebrates 90th birthday with Mc 
Graw-Hill Publishing Co. president Donald 
C. McGraw (right) 
former McGraw-Hill 


and Mason Britton, 
Lord, 
a McGraw-Hill vice-president and finance 


executive. Mr. 


committee chairman, insisted on giving the 
party that marked the occasion. “It's my 


turn,” he said. 


Centrifugal pumps, 44%. 

Air compressors, 68%. 

Welding machines, 56%. 

Chain saws, 42%. 

Shop hoists, 37%. 

Crawler tractors, the report 
shows, are owned by 87% of mining 
companies, with 1.62 per 100 em- 
ployes, while 90% of the loggers 
own this equipment at the rate of 
6.21 per 100 employes. Among log- 
gers, 47% own wheel tractors, 
against 30% for Tractor 
loaders are owned by 30% of the 
mines and 29% of the loggers, while 
52% of the loggers and 37% of the 
mines own motor graders. Dump 
trucks are owned by 83% of the 
mines and 59% of the loggers, while 
other types of trucks are owned by 
77% of the mines and 84% of the 
loggers. Low bed trailers are used 
by 41% of the loggers and 23% of 
the mines. 


mines. 


Industry purchases of supply and 
maintenance items are estimated in 
the survey as follows: 

Lubricating oils, 111 million gals. 

Greases, 80 million pounds. 

Fuels, gasoline and Diesels, 964 
million gals. 

Wire rope, 97 million feet. 

Rubber hose, 25 million feet. 

Rubber boots, 407 thousand pairs. 

Tarpaulins, 72 million sq. ft. 

Copies of the report are available 
from Arthur Dix, vice-president, 
Conover Mast Publications, 205 E. 
Forty-second street, New York 17. 


Continued on page 54 





ALL THE WAY FROM CRUDE 
TO HIGH OCTANE 


PICK YOUR OWN OIL-GAS EQUIPMENT 
BUYING AUDIENCE with PE. 


Who are the key men responsible for selection 
and purchase of equipment and services in the 11 
billion dollar annual Refining, Petrochemical, Natural 
Gas-Gasoline market? 93% of purchases are by Con- 
tractor, Superintendent, Engineer, or Foreman. 


Without this. important man’s OK the manufacturer 
or supplier wanting business from this industry is 
knocking at the wrong door. 


Now .. . what are this man’s business paper 
reading habits? 


Because of highly specialized responsibilities, nearly 
80% of all superintendents and engineers prefer 
specialized editorial coverage. They subscribe to PE’s 
Refining and Petrochemical Edition. But many impor- 
tant operating men, (about 20%) prefer all industry 
coverage because their interests and buying respon- 
sibilities are integrated. These important buyers, ordi- 
narily operating management, subscribe to PE’s Man- 
agement Edition, which covers the entire oil-gas indus- 
try for all who wish it. 


That’s why your advertising dollars go farther, dig 
deeper, sell harder, in PE. Only The Petroleum Engi- 
neer provides a publishing package whereby each 
man can select the book designed expressly for his 
editorial preference. This takes your product message 
through the maze of communications, according to 
each reader’s personal preference. Remember — in 
PE — your sales message goes to both types of read- 
ers, in the edition each has personally selected! 


Whether you have a sales message for the drilling- 
producing market the pipeline market 
the refining-petrochemical market . . . or the entire 
oil and gas industry . . . contact the PE District 
Manager nearest you. Learn why PE leads all oil 
papers in paid circulation gained since Nov., 1948, 
in advertising pages gained per issue from this date. 
Learn how you may pick your own oil and gas equip- 
ment buying audience, with maximum impact and 
no waste circulation. 


ENGINEERED IMPACT . . . READER SELECTS CONTENT. . . PRODUCT PICKS MARKET 


ONLY THE PETROLEUM ENGINEER GIVES YOU 


BOTH INTEGRATED & SPECIALIZED COVERAGE 
EEE 


Engineer 


ENGINEERING SHOWCASE TO THE OIL-GAS INDUSTRIES 
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You Can't 
Close a Man 
Until He's ‘Hep’ 


Somehow, your prospect has 

to learn a lot about the workings, 
virtues, limitations, care 

and application of your product. 


Else he'll never stop talking 
and start acting. 


That’s why field sales 

engineers spend so much time with 
prospects, why you have an 
advertising department, and why 
you publish technical literature. 


But beyond these three sources, 
the modern technical buyer — 
designer, production chief, 
chemist, engineer, architect 

or whoever — gets a 

lot of his savvy from the editorial 
columns of the technical 
publications of his profession. 


Working with the business 

paper editors to help them report 
technologies like yours has 

been the only activity of this shop 
for nine years now — every 
account Man an engineer. 


Most of our clients have stepped 
up their publicity programs 
well beyond the rate at which 
they began — because they’ve 
found that they can close more 
business when the prospect is 
“hep” — before the first call. 


Plan a Program 


Don’t judge publicity as 

a tool of sales for you — 

until you’re “hep”. Lay out a full 
program (not merely an article 
or two). Then decide. We'll 
build the plan with 

you, for free, if you'll give 

us two hours to ask questions. 


Harry W. Smith 
Incorporated 


Technical Publicity and Cditorial Relations 


NEW YORK 

41 E. 42nd St. (MU 7-5367) 
CHICAGO 

Telanswer Service (WH 3-1262) 
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news 


begins on p. 46 


Less than 40% of packers 

keep catalog file, study shows 

® cHicaco . . Less than 40% of the 
plants in the meat packing industry 
maintain accessible files of their sup- 
pliers’ catalogs, a study by National 
Provisioner, Chicago, shows. 

The study, conducted by the Kemp 
Research Organization, Rochester, 
N. Y., consisted of 111 personal in- 
terviews with meat industry execu- 
tives. 

Of the 111 interviewed, only 44, 
or 39.6%, said they maintained ac- 
cessible catalog files. The supplier 
company that made the best show- 
ing had its catalog on file at 43 
(37%) of the companies surveyed. 
Next best showing was by a com- 
pany that had its catalogs in use at 
27 (246%) of the meat industry 
plants. 

Both of those high-scoring com- 
panies were in the general packing- 
house machinery & equipment busi- 
ness. So far as general industrial 
equipment goes, packaging equip- 
ment companies came out best in the 
study. Nineteen (17.3%) of the 
packers studied had catalogs of one 
packaging equipment company on 
file. 

Other catalogs found to be used 
by smaller percentages of the com- 
panies surveyed, included those of 
makers of refrigeration equipment, 
heating specialties and _ controls, 
power equipment, materials handling 
equipment and sanitation supplies. 

Copies of the complete report are 
available from Jeff Aldrich, adver- 
tising director, National Provisioner, 
15 W. Huron St., Chicago 11. 


Industrial direct mail will be 
topic at DMAA conference 

® cHicaco . . Industrial direct mail 
will be discussed at one session of 
the annual convention of the Direct 
Mail Advertising Association Sept. 
12-14 in Chicago. 

The session, which will be pre- 
sided over by Edward N. Mayer Jr., 
James Gray Inc., and H. Henderson, 
McGraw-Hill Inc., will include three 
case histories by successful indus- 
trial direct mail users. 

Speakers and topics include: 

“How we Use Direct Mail to 


Solicit New Customers and Find 
New Uses for Established Products” 
. . William W. Lewis Jr., manager, 
direct mail division, E. I, DuPont. 

“How we Use Direct Mail to Ob- 
tain Qualified Leads for Salesmen 
and Soften up Prospects” . . Robert 
F. De Lay, advertising manager, 
American Air Filter Co. 

“How we Use Direct Mail to Ob- 
tain Acceptance of Our Products 
and Influence the Thinking of Indi- 
viduals” . . James F. Maloney, Alu- 
minum Co. of America. 

An innovation will be a session 
headed by Edward Slocum of Ad- 
vertising Publications and _ titled, 
“The Market Place.” The session will 
include informal discussions by 21 
small groups on such subjects as 
manufacturers selling to dealers, 
manufacturers selling to wholesal- 
ers, heavy equipment, agricultural 
equipment, supplies and sales, and 
business and financial services. 


Corrections issued for IM‘s 
Market Data & Directory 

The following statements are 
corrections of material published in 
the 1956 Market Data & Directory 
Number of INDUSTRIAL MARKETING: 

The table, “Projected Petroleum 
Processing Equipment Expenditures, 
1955 and 1960,” on page 461 was 
wrongly credited to Petroleum 
Equipment and should have been 
credited to Petroleum Processing. 

Gas and Butane-Propane News, 
published by Jenkins Publications, 
Los Angeles, should have been listed 
as a source for the section on gas. 

Circulation figures published for 
Armed Forces Management, Rock- 
ford, Ill., were based on preliminary 
figures for the last half of 1954. 
Final figures showed a net of 18,468 
and gross of 20,411. Total net paid 
was 9,258. 

On page 109, Canadian section, 
the address of the Canadian Insti- 
tute of Mining & Metallurgy was 
erroneously listed and should be: 
Room 906, 1117 St. Catherine St. 
West, Montreal, Quebec. 

Better Roads was_ erroneously 
listed as an ABC publication, where- 
as it is a Business Publications 
Audit (BPA) publication. 

The address of the American 
Baker Magazine should be corrected 
to 2501 Wayzata Blvd. (P.O. Box 
67), Minneapolis 5, Minn, 





from 39,000 Civil Engineers 
to cut yourself in on this big cake! 


If you sell to the multi-billion dollar construction market, here’s an 
exceptional opportunity you can’t afford to miss. 


In the October issue, CIVIL ENGINEERING will celebrate its 25th Anniversary 
with a big editorial cake. This entire issue will be devoted to a report of 
current construction practices and trends...written by engineering 

and construction experts. 

Not only will this issue give you a bonus in readership but it will also give 

you a bonus in circulation since it will be distributed to all Civil Engineers who 
attend the ASCE Annual Convention in New York. 

Cut yourself in for this double bonus by telling your product story to the 

men who influence specifying and buying in this market. Reserve your place at 
CIVIL ENGINEERING’s birthday party now! 


Final closing for complete plates is September 7 and regular earned rates apply. 


Remember -— engineers are educated to specify and buy! 


Civ it. 
ENGINEERING AMERICAN 


° : fi SOCIETY OF 
The Magazine of Engineered Construction civiL 


ENGINEERS 
THE AMERICAN SOCIETY OF CIVIL ENGINEERS 
33 WEST S9TH STREET, NEW YORK I8, NEW YORK 
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ROLLY 
CALL ® 


That’s what the 


Roster Issue of 









1955 
CER- 


AMIC BULLETIN is 


. a giant roll call of 
the key men you're in- 


terested in reaching 


within the Cera 
field, It’s an issue 
referred to time 
time again by 

the 


ceramists ... 


that gives your adver- 


tisement 


power. 


today 


Contact us 


space in the 1955 Roster 
CERAMIC 


Issue of 
BULLETIN. 


If you are not entirely 


familiar with the 


letin and the important 


people in the ceramic 


field it reaches, we’ 


happy to give you the 


details. 


active 


real staying 















mic 
that’s 
and 


issue 


for 


Bul- 


ll be 


Deadline for the Roster is Sept. 
16, 1955. Get your reservation in 


early. 








American Ceramic 


Society Bulletin 


4055 North High Street 
Columbus 14, Ohio 
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Advertiser changes. . 


Harold S. Boxer . . former advertising and 
sales promotion manager, Television & 
Radio Div., Westinghouse Electric Corp., 
has been appointed advertising and sales 
promotion manager, Fedders-Quigan Corp., 
Buffalo, N. Y. 


P. E. Tobin .. former North Atlantic re- 
gional manager in New York for White 
Motor Co., Cleveland, has been appointed 
general sales manager of the truck divi- 
sion. 





Hohman Vollmer 


Blaw-Knox Co. .. Pittsburgh, has 
nounced the following appointments: A. 
E. Hohman has been named coordinator 
of special sales activities; Paul F. Vollmer 
will succeed Mr. Hohman as advertising 
manager, and Robert E. Malley will suc- 
ceed Mr. Vollmer as assistant advertising 


an- 


manager. 
Walter A. Garrett . . has been named 
sales manager of steel strapping, Brainard 
Steel Div., Sharon Steel Corp., Warren, O. 
He formerly served as eastern district 
manager of Brainard Steel in New York. 


Alan M. Rosenberg .. former account 
executive, Schram Advertising Co., has 
been appointed advertising manager, 


Panellit, Inc., Skokie, Ill. 








Cox 


Snyder 


Bernard D. Cox . . has been appointed 
advertising manager, Delta Power Tool 
Div., Rockwell Mfg. Co., Pittsburgh. He 
was former assistant advertising manager 
of the division. 


Kent S. Snyder . . former account execi- 
tive, Fuller & Smith & Ross, Cleveland, has 
been named advertising manager, Trail- 


mobile, Cincinnati. 


Norman Wiebusch .. former account ex- 


ecutive, Bayless-Kerr Co., has been named 
director of merchandising, Thyer Mfg. 
Corp., Toledo, O. home _ prefabricating 
company. 


George Freeland .. has been appointed 
advertising manager, Holley Carburetor 
Co., Van Dyke, Mich. He formerly served 
as assistant service sales and advertisina 
manager. 


John J. O'Connell .. formerly with the 
sales department, Horace T. Potts Co., 
Philadelphia, steel distributor, has been 
named advertising manager. 


Morris Silverman .. has been appointed 


advertising sales promotion manager, 
Barry Controls, Inc., Watertown, Mass. He 
was former advertising manager, Gabriel 
Electronics and the Gabriel Laboratories, 


Needham, Mass. 


Olin Mathieson Chemical Corp., .. New 
York, has announced the following promo- 
tions: Robert Cole, former advertising and 
sales promotion manager, was named di- 
Henry H. Hunter, 
former product publicity supervisor, was 
named publicity manager, and William F. 
Leonard, formerly in charge of the com- 
munity programs, 
assistant director of public relations. 


rector of advertising; 


relations was named 





Ewert Bateman 


John F. Ewert, Jr. . . has been appointed 
director of advertising and sales promo- 
tion, Gates Engineering Co., Wilmington, 
Del. He previously directed advertising for 
Strunk Equipment Co., Coatesville, Pa. 


Jack D. Bateman . . senior market analyst 
Rockwell Mfg. Co., Pittsburgh, has been 
named manager of market research, suc- 
ceeding A. Clark Daugherty who will 
maintain over-all supervision of market re- 
search and public relations, 
corporate duties. 


plus other 


Bruce Roberts .. former vice-president, 
Hirshon-Garfield, has been appointed ad- 
vertising manager, textile division, East- 


man Chemical Products, Kingsport, Tenn. 


Allis-Chalmers Mfg. Co. . . has established 
an advertising and sales promotion sec- 
tion at their Norwood (Ohio) Works, with 
J. L. Wyler, sales coordinator, in charge. 


Continued on page 58 






HOW MANY MEN WITH 


Buying tnt! | 


DO SALESMEN SEE? 








IN ALL FUNCTIONS 


5102 RESPONDENTS = 100% 


IN PRODUCTION 
1,749 respondents — 100% 


BREAKDOWN 
ACCORDING 
TO 
FUNCTION 


IN ADMINISTRATION 
1,590 respondents — 100% 


IN PLANT SERVICE 
1,763 respondents — 100% 


Respondents were asked: 


KK by 
Saw Salesmen 
REGULARLY 


coat 


66.9% 


28.1% 
Saw Salesmen 


REGULARLY 


35.5% 


Saw Salesmen 
REGULARLY 


35.2 %o 


Saw Salesmen 
REGULARLY 


64.8% 


“Do you make it a practice to see salesmen for this product regularly? __; seldom? __; never? __.” 


NOTE: These results are averages for all companies manufacturing this product. Any single one may be doing a better job in contacting buying influences. 


1954 





TO DETERMINE how often men who influence 
the purchase of one industrial product see sales- 
men for this product, McGraw-Hill Research 
interviewed 5,102 subscribers and other men who 
were buying influences for this particular prod- 
uct in those plants where it was normally used. 
THE METHOD: Men interviewed were care- 
fully selected: 1) by function—to represent Ad- 
ministration, Production and Plant Service; 2) by 
industry—so there were approximately 1,000 
men each in Chemical Processing, Food, Textile, 
Metalworking, All Other Manufacturing; and 
3) geographically—according to the distribution 
of manufacturing industries in all 48 states. 


THE RESULTS: This study (summarized in 


NicGRAW-HILL 


PUBLISHING COMPANY, INCORPORATED 


Data Sheets #7021 and 7022) showed that 67% 
of these “‘buying influences’’ are seldom, or never, 


seen by salesmen for the product. A situation, of 


course, which is paralleled in varying degrees in 
practically all fields of industrial selling. And it 
demonstrates the vital function that consistent 
Business Publication Advertising performs in 
contacting, and maintaining contact with the 
hard-to-reach buying influences. 


+. « 
TO SERVE You: McGraw-Hill Research is 
one of the services maintained by the McGraw- 
Hill organization for its advertisers. If you want 
facts on subjects related to advertising perform- 
ance and effectiveness, ask your McGraw-Hill 
man. 


Pi Se 
ses’ 
M-GRAWHILL Je - 





uw “OR BUSINESS 


NAGI as 
SNe” 


OVER A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 


AR) 330 WEST 42nd STREET, NEW YORK 36, N.Y. 
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Which Directory \ if l ‘ » eS. Advertiser changes. . 


begins on p. 56 


Makes Your Dollar is : } . ‘ . < , Todd Co. .. Rochester, N.Y., has become 
; Me 


a wholly owned subsidiary of Burroughs 


Corp., Detroit. Officers, management and 


Most Productive? ‘ | | , : : personnel will remain the same. 


Robert L. Parkin . . former account execu- 
tive, G. M. Basford Co., New York, has 


ai been named assistant advertising manager, 
IE Dow Corning Corp., Midland, Mich., and 
; will work on silicone resins and rubber. 
DIRECTORY 


AY ag takes your sales story to 
18 industrial buyers* 


shia ae per dollar of cost 


*Based on 1954 BPA 


DIRECTORY Thode Cyphers 
cep takes your sales story to 


23 industrial buyerst Arthur E. Thode .. former supervisor of 


industrial sales literature, Tractor Div., 


per dollar of cost Allis-Chalmers Mfg. Co., Milwaukee, has 


been named industrial advertising man- 


























tBased on 1954 ABC ager of the division. 








Harry W. Cyphers, Jr. . . has been named 
sales manager, Durite Dept., Chemical 


M cRAE’S B lu e Book Div., Borden Co., Philadelphia. He was 
a former advertising and sales promotion 
manager, plastics and resins. division, 


takes your sales story American Cyanamid Co. 


Keith D. King . . has been appointed ad- 


to 8O industrial buyers# sae eee ener er, De 


ville, Ill. maker of electric sign controls. 
He formerly was promotional planner for 


per dollar of cost the Ballast Dept., General Electric Co. 


tBased on current circulation 


These figures, based on cost per page, per thousand 
of effective industrial-buyer circulation, tell you plainly 
where your directory dollar works hardest and produces 
most. MacRAE’S 1955 circulation is over 90% SIC 
industrial, concentrated on big buying metalworking and Peck PP ean 
processing plants, contractors and public utilities. That's 
why your BLUE BOOK Dollars are the most effectively Wah ie aii. Seiten ‘ebies. teamenner, 
productive dollars in your advertising budget. Reserve electric industrial truck division, Clark 


space now in the 1956 issue Equipment Co., has been appointed vice- 
president and director of sales and ad- 


vertising, Gar Wood Industries, Wayne, 
Mich. 

It Produces } 

Consult your Robert C. Andrews .. former special ac- 

BLUE count sales representative, Vickers, Inc., 


agency or 
9 Y aA RAE’ has been named sales manager, Axle Di- 
qc BOOK vision, Clark Equipment Co., Buchanan, 


18 East Huron Street, Chicago 11, Ill. _— 





Continued on page 12] 
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... that’s the cost of reaching the Purchasing Executives who 
bought over 144 million dollars worth of STEEL and other 
NON-FERROUS PRODUCTS and components needed for the manufacture 
of 496,000 CENTRAL WARM AIR FURNACES shipped in 1954* 


ADVERTISING VOLUME IN PUBLICATIONS COVERING 


And the Warm Air Heating Equipment Industry repre- 
THE METAL CONSUMING AND PRODUCING INDUSTRIES 


sents only a very small segment of American Metal 
Markets’ DAILY audience of 30,000 top purchasing and Year 1954 (Source: Industrial Marketing) ‘ ‘ 
management executives** who initiate, specify and Piislisetinn abeataied 
approve tonnage orders for metals, metal products, com- . Oil & Gas Journal 7,535 
ponents and equipment.* ** 2. Iron Age 6,970 
American Machinist 6,326 
Steel ; geree 
Product Engineering 4,172 
Machinery 3,515 
Machine Design . oer 
Foundry , pets 2,436 
Indeed — measured against the increased effectiveness : Metal Progress ..... 2,139 
of your sales operation, the cost of advertising in AMM 10. Materials & Methods 2,114 


is “Peanuts.” Facts and figures on rates, color inserts and AMERICAN METAL MARKET 8,3097 


circulation on request. (7 x 10” equiv.) 


The “box score” at the right provides incontrovertible 
evidence that AMM is the preferred selling tool of ad- 
vertisers who aim their messages at the nation’s vast 
metal fabricating, distributing, consuming and producing 
industries. The figures speak louder than words. 





*Based on AMI estimates. 
**Nearly 12,000 subscribers pay $20.00 a year for AMM — with an TAMM in 1954 published 249,286 column inches (13 picas wide) of display 
average of 21/2 readers per daily issue. advertising, converting to 8,309—7 x 10’ display page equivalents using 
***Write for reprints of advertisements showing even more complete 30 column inches (13 picas wide) per 7 x 10” page. In addition, AMM pub- 
coverage of other important steel and metal consuming industries. lished in 1954, 38,805 column inches (13 picas wide) of classified advertising. 
This amounts to another 1,293 —7 x 10’’ page equivalents, or a grand total 
of 9,602 —7 x 10” page equivalents. 


Se 
AMERICAN METAL MARKET 


18 Cliff Street, New York 38, New York 


Since 1899 The Daily Newspaper of the Steel and Metal Industries 
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qq? aah CO? 
stands 
oclenet 


Chemical Materials Catalog 
and Directory of Producers is 
recognized throughout the 
chemical process industries as 
the exclusive composite catalog 
of chemicals and raw materials 
information. In the current 
edition, 119 companies provide 
up-to-date data on properties, 
specifications and applications. 
18,000 copies of the 1955-56 
CMC will be distributed to 
specifiers of chemicals and raw 
materials in over 10,000 process 
plants from coast to coast. 











Indexed four ways to make it 
easy for prospective customers 
to find out about your products, 
CMC furnishes facts fast 
through 


iO go leas ES 


Firm name index 

Directory of Producers 

Use index & functional guide 
Trade name index 


Bee 


at 


ES PRES ek Us 


Designed by process men for 
process men, CMC provides a 
necessary source of cataloged 
product information undupli- 
cated by any other volume or 
directory in existence today. 


CHEMICAL MATERIALS CATALOG 
& DIRECTORY OF PRODUCERS 
Sells Chemicals and Raw Materials 


> REINHOLD 
Publishing Corporation 


x 430 Park Avenue 


New York 22, N. Y. 
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problems 


in Industrial Marketing 


by BOB AITCHISON 


| What can manufacturers do to sharpen 
| their industrial distributor force and give 
| them a stronger promotion boost? IM 


asked the advertising and sales promotion 


| manager of a well-known distributor this 
| question and got the following answer: 





By R. C. Sanderson 
Advertising & 

Sales Promotion Mar. 
R. C. Neal Co. 
Buffalo, N. Y. 


® INDUSTRIAL DISTRIBUTORS’ net 


| profits (after taxes) have dropped 
so low (1.16% of net sales) that it is 


imperative that manufacturers work 


| more closely than ever with their 


warehousing “sales force.” 
As a part of this vast sales force, 
industrial distributors should em- 


| phasize the need for better “two- 


way understanding” with their sup- 
pliers. 

One of our 20 largest suppliers 
has not paid us a personal visit in 
over a year, Many manufacturers 
promote at us instead of with us. 
This reflects the rather precarious 
viewpoint that industrial distribu- 
tors are the manufacturers’ custom- 
ers, rather than their de-centralized 
sales force. 

Distributors’ net profits are less 
than half of what they were in 
1946. With continued pressure from 
larger customers for 2% discount 
terms and freight allowance on just 
about every item, this slim profit 


‘Distributor urges suppliers: 
more training, liaison, ads 


margin is in serious jeopardy of 
disappearing completely. In the face 
of this squeeze, I would like to 
quote from two manufacturers’ let- 
ters I received: 


Manufacturers Amiss? . . Letter 
A, from a large manufacturer . . “Our 
policy is to consider our distributors 
as aggressive, independent business 
organizations capable of selecting, 
financing and conducting their own 
advertising and sales promotion pro- 
gram.” 

This is unquestionably a desirable 
policy for this manufacturer. But 
half of our distributors cannot sup- 
port a full-time advertising opera- 
tion and certainly can’t afford ad- 
vertising expenditures which might 
increase over-all expenses another 
1% or 2% of net sales (not with net 
profits equaling only 1.16%). 

Letter B, from another manufac- 
turer’s agency . . “It is no more than 
fair that each distributor pay the 
comparatively small cost of the 
manufacturer’s trade-mark heading 
and his own classified listing in the 
local telephone directory.” 

Here again is a logical assumption 
from a manufacturer’s point of view. 
However, it does not take into con- 
sideration two things. 

First, a distributor’s success is par- 
tially based on his ability to serve 
his customers with a maximum 
number of products consistent with 
good service. In order to be a good 
“one-stop” warehouse, the distribu- 
tor might have to take on anywhere 
from 50 to 100 product lines. 

Second, what happens when the 

Continued on page 62 





MANUFACTURERS OF DRYERS AND 
EVAPORATORS USING 1954-55 CEC 


Company a p= 


Acme Coppersmithing & Mach. Co. .............. 30 
Allis-Chaimers Manutacturing Co. ............00 33 
Alloy Fabricators Div 
Andrews-Knapp Construction Co., | 
Ansonia Copper & Iron Works Inc. ..... 
Artisan Metal Products Inc. .......... 
Babcock & Wilcox Company 
Badger Mfg. Co. 
Baker Perkins Inc. 
Bartlett & SMOW Co., C. 0. ......ccccorccoccercessenee 
Bilaw-Knox Company 
Blickman, Inc., S. 
Bowen Corporation 
Bowen Engineering, 
Brighton Copper Works ‘Inc 
Bryant Heater Division 
Buffalo Tank Corporation ... 
Buflovak Equipment Div. 
Camden Copper Works .... 
Chemical Construction Co 
Cleaver-Brooks Co. 
Cleveland Mixer Co. 
Colonial Iron Works Co. 
Combustion Engineering Inc.— 
Raymond Div. 
Condenser Service & Eng. Co., 
Conkey Equipment Div 
Davenport Machine & Fdry. Co. . 
Denver Equipment Co. ........... 
Devine Mfg. Co., Inc., J. P. 
Dorr Co. 
Downington Iron WOrks INC. 2.0.0.0... ceseesceee 
Fansteei Metallurgical Corp. . - 
Farrar & Trefts, Inc. 
Foster Wheeler Corp. 
General American oy goo oe - 
Goslin-Birmingham Mfg. Co. 
Graver Tank & Mfg. Co., 
Hammond Drierite Company, W. A. .. 
Hardinge Company, Incorporated 
Hunt Machine Co., Rodney 
industrial Process Engineers . 
Kelley & Co. a 
Kemp Mfg. Co., Cc. 
Kirk & Blum aires Co 
fe eee 
Koven & Brother, Inc., L. 0. 
Leader ron Works Inc. 
Link-Belt Company .... 
Lydon Brothers, Inc. 
National Drying Machinery Co. ..........ccs-s0 
National Lead Co. 
Nichols Eng. & Research Corp. ............2..06 
Nooter o 
North Co., 
Oat & Ny Bo 8 Joseph . 
Ozark- Mahoning Co. 
Patterson Femeary & Machine Co. . 
Patterson-Kelley Co., Inc. ......... 
Pfaudler Co. 
Philadelphia Coppersmithing Co. 
Pittsburgh Lectrodryer Corp. .. 
Proctor & Schwartz, Inc. 
Renneburg & Sons Co., Edwa 
Rockwell Co. . Ss. 
Rogers Co., 
Sackett & sone Company, AE 
Smidth & Co., F. L. 
Squier Corp. 
Standard Steel Corporation 
Stokes Machine Co., F. J. 
Struthers-Wells Corp. 
Submerged Combustion Cu. 
of America, Inc. 
Sun Shipbuilding & Dry wd Co. 
Swenson Evaporator Comp 
Tippett & Wood 
Traylor Engineering & Mfg. Co. ...........cccsee 
Treadwell Construction Co. ..... eee 
U. S. Pipe & Foundry Co. ..... ae 
Vulcan Copper & Supply Co... eeseseee 
Vulcan Iron Works 
Witte & Co., W. Richard 
Wurster & Sanger, Inc. .. 
Wyatt Metal & Boiler Wor 
Wyssmont Company, Inc. 
Zaremba Co. 













































































14 TYPES OF DRYERS SOLD IN CEC 


combined in closed rotary 
circuit with rotary tray, vertical 
puiverizers spray 

drum tray 

festoon, for sheet tubular, agit 
materials 


pa vibrating 
pl 4 type. 


8 TYPES OF EVAPORATORS SOLD IN CEC 


forced circulation submerged combustion 
soa mperature thermocompression 
high vac uum vapor-compression 
y typ with ring element 
calandria 





"dal -1a-mmetat-laleiialcmetelaleiiire)al—3 


rot- Ii ne] mi aalola-mrela's-le-9. 


Expansion and new processes in operation account for 
90% of dryer and evaporator purchases by the process in- 
dustries. Manufacturers keep pace with this ever-growing 
market by putting their detailed product data where speci- 
fiers can consult it conveniently and in confidence. This 
is where Chemical Engineering Catalog comes in... and 
stays in 14,000 process plants the year long. Turned to 
daily by specifying teams, 21,000 copies of CEC provide 
answers sought by inquiring technical minds, Actual pur- 
chases of dryers and evaporators were made as a result of 
36% of such product investigations in CEC’s 2,000 fact- 
packed pages. You too will find CEC first aid for your sales 
force if you sell process equipment, engineering services 


or materials of construction. 


REINHOLD 
PUBLISHING 
CORPORATION 


430 Park Avenue, New York 22, N. Y. 
Chicago * Cleveland 


Los Angeles * San Francisco * Seattle © 


Denver * Houston 
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To effectively SELL to 
this huge GROWTH 


Industry — 





USE the 

ONLY publica- 
tion edited 
exclusively 


for ALL manu- 
facturers of 
ALL appliances! 


HERE is a market 5 TIMES 
as big as it was in 1941 — 
and due to DOUBLE in the 
next decade! 


if YOU make or furnish any of 
these basic materials, compo- 
nent parts, plant equipment or 
services... 


Air Conditioners 
Broilers 
Clocks, Electric 


Knife Sharpeners 
Lawn Mowers 
Mixers and Blenders 


Clothes Dryers Radios 
Coffee Makers Ranges 
Dehumidifiers Refrigerators 
Dishwashers Roasters 
Electric Bed Coverings Shavers 


Fans Sewing Machines 
Food Disposal Units Television Sets 
Fryers, Deep Fat Toasters 

Home Freezers Vacuum Cleaners 


Hotplates Woffle trons 
lroning Machines Sandwich Grills 
lrons Washers, Clothes 


Kitchen Cabinets Water Heaters 


. . » for any of the 1446 
manufacturers of these 
types of products... 


Insulation Finishings Equipment 
Plastics and Supplies 
Custom Stampings Sheet Metal and Other 
Die Castings Raw Materials 


Plant Equipment 
Skeet Metal Fabricating 


Name Pilates 
Heat Control Equipment 


Appliance Accessories Equipment 
Electric Motors Materials Handling 
Electrical Heating Equipment 
Elements Fasteners 
Hardware and Trim Ceramic Insulation 
Castings and Forgings Wire Goods 


Glass Components 


Electrical Components 
Moulded Rubber Goods 


Shipping Containers 


«ee YOU’RE SURE to reach ALL 
buying influences in ALL 
these plants making ALL 
these products in... 
APPLIANCE MANUFACTURER! 


Now available to help you size up 
this huge ($7 billion) market: APPLI- 
ANCE MANUFACTURER'S Audience 
study; an SIC analysis of the market 
and our latest circulation statement. 
WRITE: 






P 
APPLIANCE wie 


MANUFACTURER 


201 N..WELLS STREET, CHICAGO 6, ILL. 
PHONE: STate 2-4121 
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problems... 


begins on p. 60 


distributor has stores in more than 
one city (i.e. other telephone direc- 
tory locations)? We at R. C. Neal 
Co. have to advertise in six direc- 
tories (four offices and two resident 
salesmen). This means that we 
might be “expected” to take trade- 
mark headings and classified list- 
ings for as many as 50 product lines 
in six different cities. At $125 per 
year per insertion, this would cost 
us about $37,500. Using a net profit 
of 2%, it would mean that we would 
have to sell a grand total of $1,875,- 
000 worth of products just to pay 
for this one medium of advertising 
for one year. 


Ask Your Five Best. . The above 
examples are designed merely to 
point out with stark reality that 
distributors are operating on such 
a slim margin that manufacturers 
must work more closely with them 
to obtain maximum benefits from 
their joint advertising dollars. 

How is this to be accomplished? 
One method that would benefit the 
manufacturer greatly might be for 
him to request the presence of his 
five best distributors at the end of 
each year to “brainstorm” a sound 
program for the following year. 
Tentative advertising schedules 
could be discussed which would be 
helpful to both parties in planning 
media, space requirements, exhibits 
and other budgetary considerations. 

Then, when final plans are set, let 
the distributors know at once. 


What You Can Do. . To increase 
the effectiveness of distributors, the 
manufacturer also should: 

e Send trained representatives to 
work with distributor salesmen at 
least once a month to clinch 
borderline sales, help on difficult 
installations and promote new prod- 
ucts. 

e Conduct in-plant training schools 
or distributor clinics (as do Stand- 
ard Pressed Steel Co., Carboloy, A. 
Schrader’s Son, Carborundum and 
Parker Kalon). 

e Prepare literature and catalogs 
in quantities adequate to cover both 
active and potential accounts (a list 





of each should be obtained from 
every distributor). 
e Keep literature informative and 


let distributors use it as_ they 
see fit (don’t force your distributors 
to conform to your advertising 
agency’s idea of what is best for each 
distributor’s territory). 

© Give advance notice of new cata- 
logs. This gives time to alert sales- 
men and customers to major 
changes, determine the quantity of 
catalogs needed, prepare letters of 
transmittal, determine disposition of 
previous catalogs, etc. Each catalog 
should contain a reference number, 
an effective date, reference to super- 
seded issues and adequate space for 
imprinting and binding. 

© Give advance notice of mailings 
to the distributor’s customers. His 
salesmen can capitalize on it. And 
the distributor may want to try 
supplemental advertising locally. 
Further, he may help you further 
by pooling lists with you. 

e Play up product applications in 
your business paper advertising. I 
like the idea that a picture is worth 
1,000 words and I like to see the cus- 
tomers recognize in the ad something 
from their own plants or products. 
Case histories are generally good, 
but they usually restrict a page ad 
to one application (thereby narrow- 


ing the audience). « 
ee 
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“But you said you WANTED a presenta- 
tion. .” 






(iciebe tekerence Facts about MACHINERY 


23. Breakdown of circulation by industrial classi- 


. Class industry or field served? 


MACHINERY serves all of metalworking, consisting 
of the plants which manufacture products made 
wholly, or in part, of metal. This is the nation’s 
largest industry, with 1955 production estimated at 
close to $100 Billion. For details of industries cov- 
ered by SIC numbers, see Question 23. 


. Qualifications determining eligibility to receive 
publication regularly? 


MACHINERY covers all phases of metalworking, 
holds interest of plant executives representing all 
phases and levels of management. Titles include 


General Foreman 
Chief Draftsman 
Master Mechanic 
Chief Tool Designer 
Tool Engineer 
Production Manager 
Chief Inspector 
Methods Engineer 


Works Manager 

Chief Engineer 

Plant Superintendent 

Shop Superintendent 

Vice President, 
Engineering 

Vice President, 
Manufacturing 


Comprehensive statement as to source of supply 
of names? 


When investigations reveal a metalworking plant 
where a key buying authority is not already receiv- 
ing MACHINERY (perhaps inaccessible to subscrip- 
tion salesmen) his name is entered on our Directed 
Distribution List to receive MACHINERY every month. 
Directed Distribution is not a means for obtaining 
paid subscriptions; many important executives in 
metalworking have been receiving directed copies 
for years. Approximately 21% of MACHINERY’S 
circulation is directed to known influential key buy- 
ing authorities in the nation’s important plants. Twice 
a year the Directed Distribution List is checked; 
response for ‘‘renewals” on this list is over 90%. 


Directed Distriution supplements high quality paid 
subscriptions to provide unusually effective cover- 
age. For example, in a large electrical manufactur- 
ing plant employing over 36,000 workers, only 37 
decision-making executives control the selection and 
purchase of equipment. MACHINERY reaches every 
one of these executives with a personal copy. 


fications? 





BUSINESS AND INDUSTRY 


CLASSIFICATION BY 





S.1.C. According to U.S. Government 
NUMBER 


Percent of 


Standard Industrial Classifications 





19 
33 
34 
35 
36 


37 
38 


Ordnance and Accessories . 82 
Primary Metal Industries : 323 
Fabricated Metal Products ; 495 
Machinery (Except Electrical).... 2,352 
Electrical Machinery, Equipment 
and Supplies 662 
Transportation Equipment 1,224 
Professional, Scientific and Con- 
trolling Instruments; Photographic 
and Optical Goods; Watches and 


Misc. Manufacturing Industries... 
Wholesale Trade-Merchant 
Wholesalers 

Miscellaneous Repair Services... 
Educational Services 
Miscellaneous Services 

Government 

All Others Not Classified Above— 
no classification amounting to 1% 
of. total qualified circulation. In- 
cludes mines, mfrs. of non-metal 
products, railroads and other trans- 
portation services, public utilities, 
banks and financial houses, trade 
associations, engineering services, 
students, and members of the 
armed forces 6.72 11,469} 199 








19,219/5,590 


. 


+ 1100.00 





























29. What percentage of your editorial space was 


used during the past 12 months for the fol- 
lowing? 


Shop Practice 38% 
Machine Tool 
Developments 12% 
Portable and Small 
Tool Developments 7% 
Machine and Tool 
Design 15% 


Machine Parts, 
Unit Mechanisms 8% 
Materials for 
Mechanical Prods. 6% 
Plant Management 3% 
News of Mechanical 
Industry 11% 


100% 


THE ABOVE EXCERPTS FROM ‘“‘MACHINERY’S QUICK-REFERENCE FACTS”’ 


highlight the salient facts you'll need...to crystallize your 
thinking on how best to cover the vast Metalworking Market... 
to evaluate the media...to make sure your advertising to 
metalworking America will be carried to the right men, in the 


right plants, to do its most effective selling job. 


Getalithe latest facts from this four page folder “MACHINERY’s 
Quick-reference Market and Data Facts’. The information it 
gives you, pertinent to the success of your advertising program, 
is complete in all details, in accordance with the recommended 
NIAA outline. Yet it is tersely presented to help conserve your 
time during this busy “budgeting season”. If you don’t have a 
copy, send for one. Just address a postcard to MACHINERY, 93 Worth Street, New York 13, N. Y. 
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Your Electric Light and Power 
representative will be glad to 
show you the actual list, names 
and all, for this company, and for 
any other leading electric utility 
you care to name. 
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The three present generating units at the Public Service Company of Colorado’s 
Arapahoe plant in Denver. Each of these units has a capacity of 44,000kw, giving 


the plant a capacity of 132,000kw. Construction, now under way, will increase this 
output to 232,000kw in 1955. 


This company is one of the largest electric utilities in the West where it serves 


more than a quarter of a million electric consumers and is the major source of 
electric energy in a 16,000 square-mile area. 


Since 1945, the Public Service Company of Colorado has spent over $100 million 
for new generating, transmission and distribution facilities. The latest addition, 
now under construction, is a 100,000-kw steam-electric plant addition at Denver. 

















VIP 


Very important people! 

And the mote you examine the list of key men in the Public Service 
Company of Colorado who are receiving Electric Light and Power, the 
more important they will look to you. 


These are the men who make the buying decisions in this company. 
These are the men you have to sell. If your sales story was in the last 
issue of Electric Light and Power, you reached these important key men. 


Better than that — you reached the key men in every leading electric 
power company in the nation. 


It is this kind of penetrating coverage that is helping to increase sales 
for Electric Light and Power advertisers. They get their sales story 
in front of the men who make the buying decisions on multi-million 
dollar projects. 


The electric power industry is a $4 billion market. It is a market worth 
developing because it is constantly expanding. The industry will double 
its size in the next ten years. 


Ask one of our representatives to show you how and why Electric Light 
and Power can help you increase your sales in this ever growing market. 
The Haywood Publishing Company, 22 East Huron St., Chicago 11, Ill. 


ELECTRIC 
LIGHT ona 
POWER « 


LIGHT AND POWER 


THE ONLY MAGAZINE SERVING THE ELECTRIC POWER INDUSTRY EXCLUSIVELY 


SALES OFFICES: 


CHICAGO 11, ILL. NEW YORK 22, NEW YORK 
22 E. Huron Street 130 East 56th Street 
WHitehall 4-0868 Plaza 1-1863 

Walter J. Stevens W. A. Clabault 

G. E. Williams B. H. Dutton 


CLEVELAND 15, OHIO WEST COAST 

1836 Euclid Avenue McCDONALD-THOMPSON 
PRospect 1-0505 San Francisco Seattle 
Orrin A. Eames Los Angeles Dallas 
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President Superintendent of Construction 


All these and 751 more , 
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Manager, Atomic Power Division Design & Development Engineer Project Engineer 


/>QM.E.’s at Westinghouse 





V.P— Research Laboratories Experimental Engineer Order Interpreter 
read Mechanical Engineering monthly! 


Mechanical engineering is fundamental to most industrial 
fields. This is typical of the electrical industry where the 
men who dominate the specification and purchase of equip- 
ment read MECHANICAL ENGINEERING — regularly, 
every month. Why? Because these men, from president to 
staff members, are mechanical engineers. And they depend 
on MECHANICAL ENGINEERING for authoritative re- 
porting of technical news and information. 


Without waste circulation, MECHANICAL ENGINEER- 
ING puts your sales story before this, the world’s largest 
audience of mechanical engineers— 35,000 men who design, 
develop, produce, install, control and operate mechanical 


equipment. Mechanical engineers keep your sales moving— 
and MECHANICAL ENGINEERING motivates mechani- 





To 35,000 mechanical engineers, ME is their 
magazine ... published by their Society, and 
cal engineers. edited solely to serve their needs. 


Engineers are educated to specify and buy 


Mechanical Engineering 


ey Published by 
CS ’ THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 








29 West 39th St., New York 18, N. Y. 
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Eight At Once . . Eight Breuer machines are shown in display at Canadian trade 
show. Booth is big enough so that all eight can be demonstrated at once. 


Trade show legerdemain 


Eight demonstrations at once in large space lure buyers 


™ IF YOU'D LIKE to make 80 sales out 
of every 100 leads picked up at the 
trade shows your company covers 
(and who wouldn’t?), you should 
be able to learn some lessons from 
Breuer Electric Mfg. Co., Chicago. 

That’s Breuer’s record . . about 
80% of trade show leads result in 
sales, according to sales manager 
A. M. Anderson. 

What’s the secret? “A working 
exhibit,” says Mr. Anderson. And 
that’s true in more ways than one. 

Breuer makes industrial floor- 
cleaning and polishing machines and 
industrial vacuum cleaners. The 


company exhibits at eight national 
shows a year and about ten regional 
shows. 

At all these shows, every man in 
the Breuer booth is working . . run- 
ning the floor machines and vac- 
uums to show prospects just how 
they function and what they can 
do. The booth itself is working, too, 
because the booth floor is an inte- 
gral part of the exhibit. 

The floor is made of rubber tile . . 
typical of the floors on which Breu- 
er’s machines are used. And the 
whole floor is working area, big 
enough so that as many as eight 


Industrial Marketing 


machines can be working at one 
time, Mr. Anderson says. 


Same, But Different . . Other- 
wise, the Breuer booth doesn’t look 
a great deal different from other 
trade show exhibits. Its backdrop 
incorporates a series of trans-lite 
pictures which show Breuer ma- 
chines in various applications. They 
are changed to fit each show. 

The exhibit is a_ self-contained 
unit. The backdrop folds up and the 
floor is sectionalized, for easy ship- 
ment. The exhibit was designed 
and built by Dell Displays, Chicago, 
after Breuer sales executives told 
the display company the job the ex- 
hibit was to do. 

That job, according to Mr. An- 
derson, is divided into four parts: 

1. Gather leads that will permit 
demonstration of Breuer equipment 
at the prospect’s plant. 

2. Give prospects who have never 
seen the equipment the chance to 
see it in use. 

3. Attract prospective distributors 
in areas where the company has had 
inadequate coverage. 

4. Act as part of a program to ed- 
ucate prospects in the use of such 
industrial cleaning equipment. 

The exhibit accomplishes these 
things through constant product 
demonstration. The sales manager, 
regional sales managers, distribu- 
tors’ sales personnel and even peo- 
ple from the company’s agency, 
Grimm & Craigle, Chicago, get into 
the demonstration act. 


Prospect Works, Too .. That's 
another part of the success formula 
. . having qualified sales personnel 
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operating the machines. That way, 
when a trade show visitor shows in- 
terest in the company products, the 
man operating the machine can 
make a real sales presentation, an- 
swer any questions on how the ma- 
chines wil] fit the prospect’s needs 
and best of all, get the prospect to 
operate the machine himself to show 
him how it works. 

Another prime duty of the men in 
the booth is to get the names, titles, 
companies and addresses of inter- 
ested persons. Name-taking (by 
getting it from a lapel tag) without 
the prospect’s knowledge is never 
done, Mr. Anderson says, because 
it might antagonize the prospect and 
it might result in sending a sales- 
man on a wild goose chase. 

The company exhibits at plant en- 
gineering and maintenance shows, 
automobile dealers shows, the Ca- 
nadian International Trade Fair, the 
National Sanitary Supply Associa- 
tion show, several institutional shows 
and many regional shows, some of 
which are put on by the company’s 
distributors. 


Don’t Sell At Show .. He says that 
at the average show, six or seven 
equipment sales are made. 

“But,” Mr. Anderson says, “we 
discourage writing orders at the 
trade show because we feel the 
equipment should be demonstrated 
in the prospect’s plant so he can de- 
cide, with a salesman’s on-the-spot 
help, just what equipment he wants.” 

Mr. Anderson says the average 
trade show costs the company about 
$1,500 and that total show cost dur- 
ing a year is about $25,000, a fairly 
small amount compared with the 
company’s advertising budget of 
about $120,000. 

He says the average show yields 
about 100 leads. The leads are sent 
to one of the company’s distributors 
(Breuer has about 300) for follow- 
up. The distributors report that 
about 80% of the trade show leads 
result in sales. Average sale: $350- 
$500. 

Simple arithmetic shows a sales 
volume of about $34,000 resulting 
from each trade show. Not a bad 
return for a promotion investment 
of $1,500. 

And it’s all done by Breuer’s 


hard-working show exhibit. . 
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At this low cost, you 





§ 00 
7000 machine 


... because Angier VPI stops rust without slushing! 





can't aflord less than the best! GD 
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Pick Your Market... Angier’s ad coupons (arrow) ask 
prospective buyer to check his classification for product informa- 


tion geared to his particular needs. 


Ad coupon invites inquiries 
by SIC classifications 


It shows product performance in different markets 


® THE v. s. Standard Industrial 
Classification (SIC) is helping the 
Angier Corp., Framingham, Mass., 
get its promotional material into the 
hands of the right people. 

The company has been giving a 
strong advertising push to its “An- 
gier VPI,” a special paper that gives 
off = vapor when wrapped around 
metal parts or machines, thus pre- 
venting rust. 

Each of those ads for the past 
four years has carried a coupon. 
And each coupon contains six di- 
visions, taken from the major metal- 
working classifications of the SIC. 
A prospect reading the ad can check 





a box on the coupon to receive lit- 
erature dealing with his particular 
problems, which may range any- 
where from cutlery to the manu- 
facture of heavy machinery. 

According to the company’s agen- 
cy, Larcom Randall Advertising, 
Boston, the SIC coupon also has 
these advantages: 

“It urges the advertiser to main- 
tain data on his product’s perform- 
ance that applies specifically to all 
segments of his market. 

“Analysis of coupons received may 
throw light on more responsive seg- 
ments of the industry . . a help to 
future sales efforts.” * 






Way to Slay a Draggin’. . 


Film fantasy fights obsolete 
machines with new weapon 


™ A FRESH APPROACH is being used 
for the task of alerting industrial 
customers to the need for replacing 
obsolete equipment. 

Cincinnati Milling Machine Co. 
decided that the sorry state of many 
of today’s machine tools is caused 
by “draggin’” and produced a 13- 
minute technicolor sound film to 
stir up some excitement on this sub- 
ject among the people who do the 
buying. 

An animated cartoon entitled 
“William Johnson and the Draggin’,” 
the film might be described as a 
medieval fantasy with heavy under- 


Distraught . . King Customer senses 
stagnation in the kingdom, tells his Grand 
Viser, “Something is draggin’ around 
here.” Grand Visor sends out call for help. 


The Challenge .. Just as William 
supposed, draggin’ pops up everywhere. 
On machine tools ten years old and older, 
draggin’ is really something to behold. 


tones of modern practicality. The 
cast of characters includes a sover- 
eign (King Customer The First), a 
Royal Mathematician, a marriage- 
able daughter and a sort of modern 
knight named William Johnson who 
sets out to find the draggin’s lair. 

As the story opens King Customer 
is unhappy. There is no progress in 
his kingdom and he senses some- 
thing is draggin’. William answers 
the call for help and suggests the 
draggin’ may be traced directly to 
obsolete machinery in the king’s 
factories. 

William goes forth armed with a 


Enter Idea Men... bearing various 
old guard ideas .. 
best” . 
King remains dissatisfied. 


“the old ways are the 
. “make everybody work harder.” 


Scene Shifts . . The challengers visit 
Royal Mathematician who quickly calcu- 
lates loss owing to obsolete equipment, 
estimates possible earnings from new ma- 
chines. 


draggin’ locator, a kind of medieval 
Geiger counter which stiffens and 
lights up at the sight of its prey. As 
you may have guessed, many drag- 
gin’s are brought to light. The 
moral: obsolescence is a drag on 
progress. 

Produced by Wilding Picture Pro- 
ductions, the cartoon is designed 
primarily for showing to executive 
groups and at other top level meet- 
ings. Copies are available for use by 
management groups, foremen’s 
clubs and technical societies. 

A few typical scenes from the 
film appear below. 


The Rescue . . Engineer named Wil- 
liam Johnson thinks he knows what's drag- 
gin’. Suggests they rout out obsolete fac- 
tory equipment. How? With a “draggin’ 


locator,”” what else? 


Happy Ending. . William, his point 
well taken, is commissioned by king to 
start immediate replacement program, get 
the draggin’ out. He also wins the daugh- 
ter’s hand. 
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Strictly industrial . . 


Sales heads try ‘group effort 
for big, long-term sales 


@ Problem: how to land that big customer in three years 
e For some, it means scrapping the commission-bonus system 


e For others ..a modification 


By Merle Kingman 


® GROUP EFFORT is, or can be, the 
answer to the industrial sales man- 
ager’s exclusive, vexing problem: 
long-term selling. 

The problem is this . . how do you 
keep your salesmen working on big, 
important potential customers who 
may not be “sold” for two or three 
years or more but who at that time 
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may become permanent, high-vol- 
ume customers? How do you keep 
the salesman working on such pro- 
spective buyers when the prevailing 
bonus and incentive systems put 
pressure on him for immediate sales 

. and tend to occupy him with the 
low-price, faster-selling products in 
your line and with the type of 











smaller customer who can be sold 
more quickly? 

To find out how the problem can 
be solved, IM questioned leading 
industrial sales executives. Despite 


some disagreement, their replies 
show a widespread belief that group 
sales effort is what sells the long- 
term industrial customer. The name 
sometimes varies (some called it 
team work, or team selling). So 
does the concept: for at least one 
executive it meant more than one 
salesman servicing the customer; 
for others it meant the conviction 
that engineering and other depart- 
ments beside sales must share the 
credit, and the rewards, for landing 
a long-term customer. 

The sales manager with surprising 
consistency appears to look on the 
industrial buyer-seller transaction 
as not only one where several in- 
dividuals at the customer-company 
influence the purchase, but one 
where several individuals with the 






seller-company help make the sale. 


In many sales executives’ minds, 
the group effort attitude or ap- 
proach appears the same. The true 
variations come in the methods of 
paying salesmen so as to stimulate 
them individually and/or as a group 
to work on the long-term customer. 
Methods include flat salary decided 
by a management that takes a sales- 
man’s long-term sales effort into 
account, group bonus paid only after 
the company passes a quota, salary 
plus a combination of group bonus 
and individual bonus, and “profit- 
sharing” bonus hitched to company 
earnings. 


Group Bonus .. S. E. Wolkenheim, 
director of marketing, A. O. Smith 
Corp., Milwaukee, said that a com- 
pany as large and diverse as A. O. 
Smith must handle the long-term 
selling problem in several ways. 

“In one of the company’s divi- 
sions, group effort is particularly 
important and several salesmen may 
have to ‘service’ the same account 
in different areas,” he said. “Here 
a group arrangement exists.” 

“In order to curtail opportunistic 
sales of large quantities of products 
bearing a lower average price, a 
group bonus percentage of sales is 
paid, which is based on total gross 
margin and on realization of quota 
for the entire division.” 

The group bonus, Mr. Wolken- 
heim explained, encourages effort 
toward long-term selling that will 
eventually raise the income of the 
entire division sales staff. At the 
same time, individual excellence 
does not go unrewarded. 

“Individual effort is recognized in 
base salary adjustments,” Mr. Wol- 
kenheim said. “The continual effect 
of ‘delayed’ action sales based on 
the efforts of one or more salesmen 
is recognized in the group bonus. 
This method tends to keep all men 
satisfied to work on the same ac- 
counts when they get no direct com- 
mission from these accounts. 

“It also permits a type of self- 
policing which eliminates many ex- 
cuses which the sales manager 
might find difficult to evaluate 
properly. The division is one where 
long term investment of time is 
involved.” 


Quota System Unfair? . . Donald 
H. Martin, sales manager, Valve 
Div., Thompson Products, Inc., 
Cleveland, believes that the sales 
“group effort” idea overflows into 
other departments besides sales. 

“In line with comments on incen- 
tive systems, it is our feeling that, 
when selling a product which is 
specifically engineered to each ap- 
plication, many other departments 
and personnel other than the sales 
department are involved in making 
a sale and keeping each customer 
sold,” he said. 

“The sales department and _ its 
personnel perform their very im- 
portant role in making each sale, 
but it is only a part of the over-all 
picture, and accordingly, it would 
not be fair to the sales department 
personnel or the personnel of the 
other involved: departments if sales- 
men’s compensation were based on 
volume or quota.” 

So the company’s salesmen, he 
said, are paid a straight salary: 

“No monetary incentive programs 
or bonuses are involved. Their per- 
formance in the field is analyzed and 
has a definite bearing on whether 
each salesman’s salary is in the high, 
medium, or low part of the prede- 
termined range. 

“The sales management analyzes 
the potential as well as the compe- 
tition and other problems involved 


Take your choice 


in each salesman’s territory. From 
this analysis, each salesman is peri- 
odically advised as to the suitability 
of the job he is doing, together with 
recommendations on how improve- 
ment could be made. 

“The long-term effort that is so 
often needed to sell large accounts 
is one of the many reasons why we 
do not feel that the incentive or 
bonus system is an adequate or fair 
method of compensation.” 


Engineers Help, Too . . George 
J. Ley, sales manager, Ventilating 
Div., Schwitzer-Cummins Co., In- 
dianapolis, is another exponent of 
the group effort. Only he calls it 
“teamwork.” 

For the division’s salesmen, the 
payoff on long-term selling is in 
sharing the company’s earnings. 
Here, as at the Valve Div. of 
Thompson Products, others besides 
sales personnel are involved. 

“All of our salesmen are direct 
employes of our company and work 
on a salary,” Mr. Ley said. “In ad- 
dition, we have a bonus and profit 
sharing, worked out on a yearly 
basis and dependent upon the com- 
pany’s earnings. Thus teamwork is 
derived in selling all accounts, and 
very often sales and engineering 
overlap in their efforts. 

“We do not have bonuses based 
on volumes or quotas, and we feel 


How do you pay your salesmen? 


Here are the basic methods of paying salesmen . 
as revealed in IM’s survey, reported in the accompany- 


benefits . . 
ing article: 


Basic methods. . 

e 1. Straight salary. 

e 2. Salary, plus commission based 
on individual’s volume. 

e 3. Salary, plus commission based 
on group or division volume above 
quota (akin to profit sharing). 

e 4. Combination of foregoing, 
such as salary plus individual com- 
mission plus group commission, or 
individual plus group commission. 


. and the chief 


Benefits . . 
e 1. Security. 


e 2. Immediate incentive. 


e 3. Long term incentive. 


4. Combination of foregoing. 
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that our present arrangement is 
very satisfactory.” 


Combined Plan .. A modification 
of this plan is used at Taft-Peirce 
Mfg. Co., Woonsocket, R. IL, ma- 
chinery manufacturer, where W. E. 
Rogers, sales manager, combines a 
commission on individual sales with 
a commission on over-all factory 
sales. The commissions are paid in 
addition to a basic “drawing ac- 
count.” 

“These incentives are based on 
volume but not for a volume in 
excess of quota,” Mr. Rogers said. 
“Our incentive system is set up so 
that our salesmen receive commis- 
sions on the first dollar of sales.” 

One individualist and dissenter 
to the “group effort” idea was the 
sales manager of a well known 
roller bearing company, who was 
asked what he is doing to foster 
long-term selling effort. Declining 
to be quoted by name, he replied: 
“We give complete responsibility to 
one individual salesman for the 
specific account.” 

He went along with the idea, 
however, of scrapping bonuses and 
other specific incentive methods. He 
said that compensation was “strictly 
by salary.” 


Company Unit Quota .. But the 
apparent spread of “group effort” is 
reflected in the reply of another 
sales executive who declined use of 
his name. The company, a crane and 
power shovel manufacturer, employs 
15 or more district sales managers 
who supervise distributors and train 
their salesmen. All sales are through 
the distributors to industrial plants, 
construction and mining. 

“We are about to install an incen- 
tive system to replace the flat salary 
compensation used since the war for 
our district sales managers,” the 
sales head said. “This will be on a 
unit quota basis where the company, 
as a whole, must reach a satisfactory 
level of sales before anybody is paid 
a bonus. 

“When this occurs, the individual 
quotas become effective and are re- 
troactive to base period. This is a 
cooperative team effort and borders 
on a profit sharing plan. We shall 
pay monthly on shipments and on 
a ‘running average’ basis so that 
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More group selling .. 


Sales team meets customer team 


™ A GROUP APPROACH in selling tech- 
nique, apart from considerations of 
how salesmen are paid, is the “ball 
bearing symposium,” arranged for 
customers by the New Departure 
Division (ball bearings) of General 
Motors Corp., Bristol, Conn. 
Robert E. Randel, supervisor of 
marketing services, said that 25 such 
symposiums have been staged by 
New Departure, whereby a team of 
New Departure personnel, com- 
posed of sales, design, application 
and production engineers meets with 
a customer team composed of men 


in the same fields . . plus the pur- 
chasing agent . . for a discussion of 
New Departure bearings and how 
they can be applied. 

This group selling approach is 
particularly important, Mr. Randel 
said, because the purchase of bear- 
ings is influenced by a large variety 
of persons in the customer’s engi- 
neering and purchasing depart- 
ments. 

For a detailed article on the New 
Departure symposium and how it’s 
handled, see the October issue of 
IM. * 





peaks and valleys are ironed out if 
the man is anywhere near quota. 

“With a plan like this, the incen- 
tive exists always and there is little 
chance for discouragement as is the 
case where bonus is paid on annual, 
quarterly or some other fixed peri- 
od. There is also the incentive for 
the long-term effort to sell indus- 
trials where contacts may be with 
a half dozen or more people in one 
organization.” 

Others who would not be quoted 

by name offered these comments: 
» The sales manager of a large ma- 
chine tool company said: “Practi- 
cally all of our selling is based on a 
long-term effort and requires con- 
sistent and repeated calling on cus- 
tomers. We rate our customers ac- 
cording to importance and set up a 
schedule of calls which may range 
from one call per year to two calls 
per month. 

“Our salesmen are paid monthly 
for a guaranteed annual draw. The 
draw is charged off against actual 
commissions and at such time when 
the commissions equal the annual 
draw, the salesman then receives a 
separate monthly check for commis- 
sions paid on actual shipments for 
each month. If commission earned 
at the end of the year does not 
equal the annual draw, the slate is 





wiped clean at the end of the year 
and is started over again for a new 
calendar year. 

“We do not have bonuses. In fact, 

after the volume reaches a certain 
dollar figure in excess of quota, the 
commission rates are adjusted down- 
ward on a sliding scale commensu- 
rate with the excess of volume over 
quota. This is done due to the highly 
fluctuating nature of our particular 
business.” 
» A heating and air conditioning 
company’s sales head said that he 
arbitrarily decides how well each 
salesman has performed on long- 
term selling and that is one factor 
in setting a salesman’s salary and 
bonus. “Our method is based on 
company position, on earnings plus 
corrections for individual perform- 
ance, and is determined by manage- 
ment,” he said. 


Four Quotas to Beat . . Closely 
related to the long-term selling 
problem is the need for keeping 
some kind of balance in sales of a 
multi-product line. 

To keep the balance, J. K. Brown, 
general sales manager, Green Cross 
Products Div., Sherwin-Williams 
Co. of Canada, Montreal, uses this 
system: 

“We have a _ specific incentive 
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method, based on bonuses for vol- 
ume in excess of quota. We sell four 
different types of products and the 
quota and bonuses are set for each 
type. A salesman has to ‘ring the 
bell’ for all types before any bonus 
is paid. This is a precaution against 
over-specialization.” 

Only exceptions are specialty 
items. When the salesman “rings the 
bell” for one of them, he gets the 
bonus for the first year and the 
company adjusts in the second. 

George G. Raymond, Jr., general 
sales manager of the Raymond 
Corp., Greene, N.Y., industrial truck 
manufacturer which sells through 
manufacturers’ agents with exclusive 
territories, said the company pays 
a straight commission. 


Ads Help Do Job . . Raymond 
Corp., which uses no specific incen- 
tive method, sets a potential sales 
figure for each agent and sends him 
a monthly report showing last 
month’s percentage of potential sold 
by every other agent. 

“We also show the national per- 
centage for comparison,’ Mr. Ray- 
mond said. “No bonus is paid for 
exceeding potential or quota, but 
each agent knows that his sales fran- 
chise is jeopardized by continued 
sub-standard performance.” 

The company depends on its ad- 
vertising and promotion as_ the 
spearhead in its long-term selling, 
he said. “We set up a sustained pro- 
motional and advertising program,” 
he declared. The program, in addi- 
tion to building long-term interest 
in the company, is depended upon to 
maintain the agent’s interest by a 
steady flow of sales leads. The com- 
pany follows through with buyer- 
demonstrations in the agent's home 
territory, a bi-weekly sales letter 
that lists every agent who has sold 
one or more new customers (and 
lists the customers), and a visit by a 
factory service engineer who super- 
vises every initial installation. 

Going into the details of a sales- 
men’s pay at A. O. Smith, director 
of marketing Wolkenheim said that 
generally a salary and commission 
or bonus prevails. . including the one 
division’s group bonus. But there is 
great variety in how these are set 
up, because of the company’s size 


and diversity . . 14 autonomous pro- 
ducing divisions sell products rang- 
ing in price from 15c to $200,000, 
including some that are custom 
fabricated over a long time cycle 
and others for original equipment in- 
Stallation on still other final prod- 
ucts. 

“All salary arrangements within 
producing divisions are set up on a 
base amount which falls within a 
minimum-maximum range,” he said. 
“This provides an opportunity for 
recognition of merit, experience, and 
related factors. Each of the various 
divisions then has a different ap- 
proach to the matter of additional 
pay in the following forms: (1) 
straight lump sum payment as a 
percentage of salary annually, (2) 
monthly commissions as a percent- 
age of sales, plus quarterly bonus, 
and (3) percentage of monthly ship- 
ments of various lines in the divi- 
sion plus additional bonus for selling 
‘full line’, The ‘additional pay’ meth- 
od depends on the peculiarities of 
the distribution system in each di- 
vision.” 

Long-term selling effort is recog- 
nized by A. O. Smith in different 
ways. One way is the group bonus. 
Another, in a different division, in- 
cludes a base salary plus an annual 
bonus as a percentage of salary. 

“This leaves latitude for a sales 
manager’s appraisal of the man’s 
effort,” he said. “In this particular 
division, individual salesmen may 
spend quite a period of time on ac- 
counts with no apparent immediate 
result for several years.” 


Bonuses Altered .. In the sales 
executives’ comments, the group or 
company bonus cropped up fre- 
quently in one form or another. But 
it seems clear, from the comments, 
that no one system of salesmen’s 
pay is the coming thing. Systems 
are affected by product, price and 
distribution organization. In the 
words of A. O. Smith’s Wolkenheim: 
“A uniform, equitable compensation 
policy is impossible to establish, ex- 
cept perhaps in delineating basic 
characteristics common to all sales 
jobs.” 

Another clear fact is that all sales 
executives who would talk about it 
showed concern about the long- 
term selling problem and most of 
them cited elimination or modifica- 
tion of the commission and bonus 
system as an effort toward partial 
solution. 

This concern and the philosophy 
behind it all is probably best 
summed up by Walter P. Paepcke, 
chairman of the board of Container 
Corp. of America, who was named 
IM’s Industrial Advertising Man of 
the Year for 1954 and who believes 
the bonus system should be changed 
to take account of long-term selling 
effort (IM, March, p. 131): 

“Sometimes it takes a man three 
years to develop an account. We 
want every salesman to work just 
as hard on the business which re- 
quires long-term effort as on cur- 
rent sales. It is only in this way that 
volume can be built soundly and 
future sales potentials can be de- 
veloped.” © 








Wide Screen .. ‘Cinemascope with slides” is what Academy Film Productions 
Chicago, calls its new type of presentation, which uses 5x21’ screen, three slide projec 


tors. Technique can be used for single, attention-getting picture 
parison by showing two or three different slides on the different scr 


(as shown) or for com 


een sections. 
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Area 






Machines 
0-9 yrs. old 
(From the Inventory) 


Sales planning table shows where to step up sales effort 


to competition (From the Inventory) replacement market 


No. we sold Our % of % of area sales 
last 9 yrs. area sales 
3 (4) (5) 





Potential 
additional 


No. of machines 
10 yrs. old & over 








(6) 





(7) 





BOSTON 


BRIDGEPORT 
CHICAGO 1517 
CLEVELAND 929 
DALLAS 789 
DENVER 92 
MILWAUKEE 877 
NEW YORK 1211 
PHILADELPHIA 454 
SAN FRANCISCO 252 
etc. etc. 


217 14.3% 85.7% 

182 19.5% 80.5% 
15 1.9% 98.1% 
16 17.3% 82.7% 
23 2.6% 97.4% 
35 2.8%, 97.2% 
35 7.7% 92.3% 
21 8.3% 91.7% 
etc. etc. etc. 






2401 2058 
798 642 
694 681 
119 98 

1084 1056 

1395 1356 
765 706 
245 225 
etc. etc. 








NOTE: All Jones & Lamson figures and examples are fictitious. They are used only to show the method employed. 








Your industry inventory can 
lead you to the ripest markets 


How to use it to find out where more sales action will pay off 


by Nathaniel R. Kidder* Manager * Market Research and Sales Analysis 


Jones & Lamson Machine Co., Springfield, Vt. 


® THE PRIMARY JOB of sales man- 
agement is to get the sales repre- 
sentatives to the right place at the 
right time with the right informa- 
tion to make a sale. Getting the 


*As this article was going to press, Mr. 
Kidder left his position at Jones & Lamson 
to become vice-president and director of 
marketing of Technical Marketing Asso- 


ciates, marketing consulting firm. 
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Division 


salesmen to the right place at the 
right time is a function of sales 
planning. 

Your industry inventory provides 
a first class working tool for sales 
planning. Effectively used, it can 
help you: 


e 1. To find out where stepped up 
sales efforts will give you the big- 
gest pay off. 





e 2. To provide a yardstick of past 
area sales performance. 


e 3. To decide whether you want 
to sell directly or through a dis- 
tributor. 


e 4. To find out the number of 
salesmen required and the best lo- 
cation of sales offices. 


e 5. To set up your local advertis- 
ing and sales promotion campaign. 


You Count Machines in Use . . 
What is an industry inventory and 
how can you use it to do all of these 
things? 

An industry inventory is a na- 
tional inventory of all the products 
of an industry in use, broken down 
according to kind of product, age 
and geographical location. A good 
example is the American Machinist 
“Inventory of Metalworking Pro- 
duction Equipment.” For 24 major 
marketing areas, it tells you how 









many of each kind of metalworking 
production machines are in use, and 
how old they are. Similar inven- 
tories of all kinds of products, in- 
dustrial and consumer, are compiled 
by trade associations, industry pub- 
lications, government and private 
research organizations. 

Certainly a man promoting the 
sale of new typewriters would like 
to know the location and age of all 
the old machines in use. Wouldn’t 
the television sales manager like to 
know the number and location of 7, 
10 and 12-inch screen television sets 
in use? We in industrial marketing 
have this kind of information in our 
industry inventories. 


How to Use Inventory .. While 
working at the Jones & Lamson Ma- 
chine Co., I developed a technique 
for using the American Machinist 
“Inventory of Metalworking Pro- 
duction Equipment” to measure 
sales performance precisely and to 
locate which areas will reward 
stepped-up marketing effort with 
the biggest pay-off in increased unit 
sales. 

The way we did this is shown by 
the sales planning table for one of 
our products, illustrated here. Col- 
umn 2 shows the number of ma- 
chines in use in each marketing area 
which are up to nine years in age. 
Column 3 shows the number we 
sold in each area during that time 
period. With this information we can 
compute our percentage of the area 
sales. For example: there are 944 
machines in the Boston area, of 
which we have sold 85, or 9.0%. We 
got 4.1% of the sales of the Bridge- 
port area, 14.3% of Chicago sales, 
etc. 


Keep Score on Competitors . . 
Column 5 indicates the percent- 
age of the business that went to our 
competition. It is 100% minus our 
share. In Boston it is 100% minus 
9.0%, or 91%. In Bridgeport the 
competition got 95.9% of the busi- 
ness, 85.7% in Chicago, etc. 

The total size of the replacement 
market for this particular product 
equals the number of machines 10 
years of age and over. This is shown 
in column 6. Multiplying the figures 
in column 6 by the percentages in 
column 5, we get the number of re- 


placement sales that will go to our 
competitors unless we step up our 
marketing effort and tip the com- 
petitive balance more in our favor. 
These are the replacement sales to 
be captured by an increased mar- 
keting effort. 

There are 1,287 such sales in Bos- 
ton. We arrived at this figure by 
multiplying the 1,414 over-age ma- 
chines by the 91% of the business 
historically going to our competi- 
tion; 91% of 1,414 is 1,287. Column 
7 clearly indicates that Chicago, 
New York, Boston, and Milwaukee 
are the areas in which more and 
better sales calls, local advertising 
and sales promotion should give the 
biggest pay-off. There is no point 
in pouring a great deal of additional 
marketing effort into Denver, as 
there are only 98 additional ma- 
chines to be replaced in that city, 
anyway. 

Places like Denver and San Fran- 
cisco do not have enough additional 
replacement market potential to 
support a direct selling effort for the 
product. Selling through a distribu- 
tor would be indicated. 

















The low performance percentage 
of 1.9% (column 4) in Dallas would 
indicate a change in distributor is 
called for. With the present distrib- 
utor we are handing 98.1% of the 
business to our competitors. 


It Pays Five Ways. . Sales plan- 
ning, getting the sales representa- 
tives to the right place at the right 
time, can be greatly aided through 
the effective use of your industry 
inventory. What we have tried to 
show here is how you can use this 
marketing tool to: 


e 1. Know where to step up your 
marketing effort. 


e 2. Know where past performance 
has been weak. 


e 3. Know where you want direct 
sales and where you want to go 
through a distributor. 


e 4. Find out the number of sales- 
men required and the best location 
of sales offices. 


e 5. Know where you should step 
up local advertising. ” 


Double Action . . This card depicting a TV set will accept only DuMont replacement 
picture tubes. At left, wafer promoting DuMont tubes snaps into place, but when the 
wafer is turned over to promote the “Schmo” tubes, the card TV set pushes it violently 
away. It's all done with magnets embedded in the card and in the wafer. Henry L. Crowley 
& Co., West Orange, N. J., developed magnets for this unique advertising novelty, which 
Allen B. DuMont Laboratories, Clifton, N. J., uses as giveaway to TV distributors. 
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sales promotion 





comment on catalogs 


exhibits / motion pictures 


™ 








a 


ideas 


booklets / direct mail 


slide films / sales helps 









Make everyone writing you feel that you 
appreciate constructive criticism and that 
the case is being given immediate individ- 
wal attention. Don't ever poss off com- 
plaints lightly 




















Use small words whenever possible. Use a 
common word instead of a technical one 
when you can without changing the mean- 
ing 





Ne) 


o 


oy 





Hove the highest available official sign the 
letter to indicate the importance you attach 
to handling such complaints. 


























How do you keep customers who 
send in complaints from becoming 
ex-customers? 

To make sure that its managers 
throughout the nation know the 
answer to this question, Hertz Corp., 
Chicago car and truck rental com- 





Soothing . . Panels like these in Hertz booklet tell managers how to soothe complaining customers, make ‘em love you 


How to answer customers 
who call you a $&%"-:+! 


Complaints? Train your sales staff to handle them this way 


pany, sends them all a “how to” 
booklet on the subject. 

The booklet includes ten brief 
tips on how to restore friendly re- 
lations with customers who make 
complaints. Each tip is accompanied 
by a sketch that brightens up the 


BLAK-RAY CHALKS 


GLOW LIKE FIRE 


Glowing Sales Talk . . Fluorescent visual aid kit (left) of Ultra-Violet Products, San 
Gabriel, Cal., includes (1-4) fluorescent chalks, crayons, tempera colors and colored yarns; 


(5S) cardboards; 
rescent grease pencils. All 
violet light is directed 
type of presentation. 
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(6) invisible ink; (7) mechanical pencil with invisible lead, and (8) fluo- 
of which produce effects like that shown at right, when ultra- 
on them. The kits are used to liven up a sales talk or any other 


again. 


booklet and helps put the point 
across. 
The booklet includes examples of 
good answers to letters of complaint 
. and it also has samples of the 
kind of letters not to write to com- 
plaining customers. 


Reynolds sales training head 
shows way to new market 

Reynolds Metals Co., Louisville, 
which led the drive to get the home 
handyman to use do-it-yourself 
aluminum, now is aiming for a new 
market . . it might be called the 
company handyman. 

Through the experience of its 
sales training director, Cloyd S. 
Steinmetz, Reynolds found that its 
do-it-yourself aluminum is a good 
material for making meeting room 
equipment such as lecterns, flannel 
boards, carrying cases and easels. 

Now Reynolds has brought out a 
booklet which tells exactly how to 
build these things. The instructions 
include exploded diagrams of the 
items, lists of exactly what materials 
are needed and step-by-step build- 
ing instructions. 

Reynolds offers the booklet to in- 
dustrial companies’ sales and sales 
training personnel and to other es- 
tablishments that need meeting 
room equipment. 


Continued on page 80 
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Advertising 
Pages 


AMERICAN ARTISAN 

reaches the greatest concen- 500 
tration of buying power — Advertising 
the larger dealers and con- Pages 
tractors who handle over 

80% of the available 

business. 


Advertising Growth 


AMERICAN ARTISAN excels A good measure of a publication’s standing is the amount of 
in editorial content . . . all 
of it practical, authoritative, 
and designed to help read- 
ers expand their markets, 
handle work more efficiently. conditioning, sheet metal contracting field ‘“‘size up,” reappraise 


the available media . . . and every year American Artisan comes 


advertising it carries. 


Every year advertisers in the warm air heating, residential air 


out ahead! The Artisan consistently carries far more adver- 
tising than any of its rivals. 


AMERICAN ARTISAN pro- , ‘ 
vides the only FULLY ee Here, then, is the book that’s acknowledged dominant. Its 


(ABC) circulation in the field. editorial leadership attracts and holds a paid circulation so 
Its superior editorial content aie 
attracts and holds the type valuable that it in turn attracts and holds the bulk of the adver- 


of reader who means the tisers in this field. 
most to you. 


To reach most effectively the PROFITABLE outlets — the 
progressive dealers and contractors who handle 80% of the 
available business — you, too, will use American Artisan as your 


No. 1 medium. 


IBLISHING ...46N. Michigan, Chicago 


DETAONING HEAD QUARTER SOM) 


NEW YORK: 1734 Grand Central Terminal | CLEVELAND: 737 National City Bank Building Los ANGELES: 672 S. Lafayette Park Place 
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Fetal 


MEETING NEED FOR INDUSTRY- 




















Acceptance is Immediate! 





PETROLEUM 


WEEK 





Petroleum Week is here. The long-awaited, much-needed publica- 
tion that integrates the entire oil industry is a reality—the first 
magazine designed for specialists and management in all segments 


of the industry. 





PETROLEUM 


WEEK Petroleum Week is off to a flying start, having already met the tests’ - 





of reader and advertiser acceptance. More than half of the initial 
distribution is paid, and the list of advertisers is impressive and 


growing fast. 





PETROLEUM Petroleum Week is written for oil men by oil and business-commu- 


WEEK 





nications experts. It penetrates every significant level of operation 
and management . . . covers both the technology of the job and the 


business of the job. 








If you’re selling to the oil industry, Petroleum Week is for you. You will want to use 
PETROLEUM WEEK regularly because everything important in oil is important to 


Petroleum Week readers. Call the McGraw-Hill office nearest you for additional infor- 





mation. 





HOW ‘on Stearn 


WIDE, INDUSTRY-DEEP COVERAGE 





PETROLEUN , aOR , 
WE se ge Petroleum Week is the communications center for all interdependent 


A ad 
areas of activity — exploration and production, refining, transporta- 
tion, and marketing. Petroleum Week communicates and cross- 


communicates... keeps each branch of the industry up to date on 





developments in all phases of oil. 





PETROLEUM 


WEEK Petroleum Week has a change-of-pace format that spotlights salient 


points — giving the broad picture in bold, eye-catching type for 
variable-speed reading. You get the “meat” of the story fast and 


you can change pace anytime you want details. 





areca Gta Petroleum Week is unique. It is the only industry-wide, industry- 
WEEK deep publication ... it is the only cross-communications medium in 
its field... it is the first publication designed from the start around 
the requirements of the new art of writing for variable-speed, faster 


and more efficient reading. 








PETROLEUM WEEK 


330 West 42nd Street, New York 36, New York 


A McGRAW-HILL Be ge tiare 
PUBLICATION Cross- Communications for Men Who Matter in Oil 












The first thing fo 


pop-up in your mind ..- 





Pop! .. Benson-Lehner mail piece pops up to form three-dimensional display. Tony 


Haller of Carson-Roberts, Los Angeles, the company’s agency, designed piece. 


‘Pop-up’ mail piece promotes 
whole line for Benson-Lehner 

A single, intriguing “pop-up” di- 
rect mail piece did a double job for 
Benson-Lehner Corp., Los Angeles, 
manufacturer of electronic data re- 
duction machines. 

The piece (1) dramatized the con- 
cept of using all the company’s data 
reduction machines as a single, com- 
pact unit, instead of operating each 
as a separate unit, and (2) it culled 
the company’s mailing list of com- 
panies that have no interest in Ben- 
son-Lehner products. 

Printed in three colors on heavy 
stock, the piece was die cut so that 
when it was opened four Benson- 
Lehner data reduction machines . . 
and their operator . . popped up to 
form a three-dimensional display. 

A total of 10,000 of the pieces, 
each costing 25 cents, was printed. 
Of these, 5,000 were mailed to the 
company’s prospect and customer 
list. A return post card was included 
in the mailing, and 1,578 of the cards 
(32%) were returned. The other 
5,000 pieces were sent out in an- 
swer to requests or given away at 
trade shows. 

Benson-Lehner received about 
125 complimentary letters on the 
piece. And salesmen reported that 
some 300 recipients of the piece 
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followed directions on the mailer 
telling how to make the pop-up 
stand up by itself on their desks. 


yy 
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Hot Dog! . . Davey’s designed to make 


you hungry for hot dogs. He comes in 
various poses to suit any promotion. 


To sell more to industry, 
Tee-Pak promotes to consumers 
A little cartoon character called 
“Hot Dog Davey” is selling lots of 
wieners to the consuming public. 
Davey and the promotion cam- 
paign that goes with him are paid 
for by Tee-Pack, Inc., Chicago, yet 
Tee-Pak never has made a hot dog. 
Still, the company’s spending for 
Davey is not entirely selfless. 
Tee-Pak makes cellulose casings 
for skinless frankfurters and other 


types of meats. The thinking behind 
Davey is that the more hot dogs the 
packers sell, the more casings Tee- 
Pak will sell to the packers. 

Davey is a creation of Al Capp, 
whose “Lil Abner” comic strip re- 
cently gave the sausage industry a 
big boost with an “endless hot dog.” 
Tee-Pak introduced Davey at the 
National Independent Meat Packers’ 
Association convention and gave 
him a big boost in the company’s 
monthly external publication, “Pak- 
Facts,’ which goes to 5,000 packers. 

Tee-Pak offers its customers an 
in-store promotion kit which in- 
cludes a display stand, streamers 
and gummed back cutouts .. all 
featuring Davey, and all having 
space for the customers own im- 
print. 

The company urges packers to 
work out their own campaigns 
around Davey (some of them al- 
ready have done so) and promises 
them help from Tee-Pak’s art de- 
partment and public relations and 
advertising agencies. 

The company has launched its 
own publicity campaign, which in- 
cludes sending newspaper food edi- 
tors recipes built around hot dogs 
and (to take advantage of the “end- 
less hot dog” publicity) flew a 55- 
foot hot dog to the the mayor of 
Frankfurt, Germany, birthplace of 
the hot dog. 


Onan sales promotion takes 
advantage of ‘ill winds’ 

Hurricanes mean more business 
for Onan & Sons, Minneapolis, man- 
ufacturer of emergency generating 
equipment. 

This year Onan is using gimmicks 
and letters to urge its East Coast 
distributors to build up stocks be- 
fore the hurricanes strike. The gim- 
mick is a little plastic weather fore- 
caster .. the kind made like a min- 
iature house with two doors. A little 
Dutch boy and girl pop out of one 
door if the weather is to be fair; an 
old witch comes out of the other 
door if stormy weather is coming 
on. 

A letter accompanying the fore- 
caster urges distributors to place 
their orders so they will have emer- 
gency generating units in stock and 
be able to make extra sales when 
hurricanes strike. 8 
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L to R: Public Works Commissioner Paul James, Mayor Irving C. Freese and Comptroller Louis Kupan 
check performance of motor grader on street paving job, 


Insert: Compfroller Lovis Kupan 


How To REACH MUNICIPAL PURCHASING OFFICIALS 


OU want to reach the pur- 

chasing officials, the men who 
buy for the local government. It’s a good ob- 
jective, but don’t let titles fool you. For example, 
consider Mr. Louis Kupan, of the City of 
Norwalk, Connecticut (population 49,460). 
Officially he has the title of Comptroller. Act- 
ually he is also Norwalk’s Purchasing Agent. 
When selecting equipment, he works closely 
with Mayor Irving Freese, Public Works Com- 
missioner Paul James, and other department 
heads. All of these officials subscribe to THE 
AMERICAN CITY. 


Only a minority of city and town govern- 


ments have formal purchasing departments, 
headed by a man with a title of Purchasing 
Agent. Even in these towns purchasing recom- 
mendations are made by the city engineer or 
superintendents in charge of public works, 
water works, sewerage, and parks. The City 
Manager and Mayor have their say, too. 
The purchasing pattern differs from town to 
town, depending on the form of government. 
Whatever the pattern, THE AMERICAN 
CITY covers it, reaching both the engineers 
and the administrative officials. Stimulate your 
sales to cities and towns by investing in THE 


AMERICAN CITY. 


The 
American City 


470 Fourth Avenue, New York 16, N.Y. 
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Advertising volume up in June, 


adver tising volume but still off slightly for year 


= a prop of 171 pages (0.07%) 


° ° advertising volume was shown for 
in business papers the first seven months of 1955 by 
some 293 business publications re- 
porting to INDUSTRIAL MARKETING. 


June volume increased 0.5% (147 

NY ev pages). . 
Industrial publications, number- 
NOTE: The following figures must not be quoted or reproduced without permission. ing 183, gained a total of 199 pages 


(0.9%) in June, and dropped 0.3% 
(561 pages) for the year to date. 





July/volume 0.5% (in pages) over 1954 





1955 1954 pagechange % change — 54 trade publications decreased 
% (58 pages) for the month, but 
Industrial ia 72... Be eS ne a small lead of 0.4% (149 pages) 
Product News (1/9 page units) Es. se san Sn Se, + 13 for 1955 thus far. Nine product news 
; ~ u : 
— ——— all SS. Sn a - Al - publications gained 1.3% (37 units) 
Class _ 2 ee aS a ; sh 4 aie, (F 
Export _ elf ; Sa a= . Bae. “. in June, but were down ( 
Total 32.456 32.309 + 447 age ge units) for the first seven months of 


1955. 
The 26 class publications showed 


Year to date/volume 0.07% (in pages) under 1954 ‘ ) 
a gain of 1.3% (28 pages) in June, 











1955 1954 pagechange % change 
and increased 4.2% (772 pages) for 
Industrial 162,299 162,860 - $6] — 03 > A 
: —_ ne the year to date. Export publications 
Product news (1/9 page units) 22,134 22,161 am By - 0.1 ae 
Trade 40,243 40,094 + 149 + 04 dropped 4.8% (59 pages) for the 
—_ 19.090 18,318 + 772 r 2c a month, and 6.2% (504 pages) for the 
Export 7,574 8.078 — 504 ae year to date, according to the 23 
Total 251,340 251,511 — 171 - 0.07 publications reporting. 
July pages pages to date July pages pages to date 
Industrial group 1955 1954 1955 1954 Industrial group 1955 1954 1955 1954 
Aero Digest 59 80 354 470 Construction Digest (bi-w.) 1213 174 1427 1296 
Aeronautical Engineering Review 64 67 516 506 Constructioneer (bi-w.) .... 1187 165 1389 1282 
Air Conditioning, Heating Construction Equipment 108 79 809 675 
& Ventilating 85 89 678 696 Construction Methods & Equipment §177 §171 1157 1099 
Air Force rte 60 42 407 310 Construction News Monthly 97 84 609 592 
American Aviation (bi-w.) 117 77 802 634 Constructor : ; 145 133 o17 516 
American Brewer 48 50 288 309 Consulting Engineer ; 33 33 299 287 
American Builder 118 114 1357 1305 Contractors & Engineers 
American City 147 131 1101 1022 (934x14) (7x10 ad units) 135 115 1058 940 
American Dyestuff Reporter 785 79 672 642 Dairy Record (w.) : 154 53 406 397 
American Gas Journal 16 20 152 170 Design News (semi-mo.) ; 219 222 1705 1744 
American Machinist (bi-w.) ; 7383 424 3165 3583 Diesel Power 58 59 336 363 
American Printer 26 20 221 226 Diesel Progress (9x12)® 35 49 258 290 
Analytical Chemistry 741 43 365 309 Distribution Age 59 49 698 613 
Appliance Manufacturer 55 65 415 317 Drilling 112 101 789 643 
Architectural Forum 188 148 1398 1132 Drug & Cosmetic Industry 90 91 720 727 
Architectural Record |!|236 208 1744 1628 Electric Light & Power 7165 “211. 2124 952 
Arts & Architecture 12 13 90 92 Electrical Construction & Mntce. ‘ 796 87 666 703 
Automotive Industries (semi-mo.) 252 253 1772 1913 Electrical Engineering 66 68 521 534 
Aviation Age cme ROD eee deer ~~ 1249 Electrical South 51 38 413 372 
Aviation Week 1312 245 2319 £1935 Electrical West . 90 63 621 606 
Baking Industry (bi-w.) = 130 142 1042 # 1051 Electrical World (w.) 1372 332 2729 2724 
Bedding 83 85 627 611 Electronic Design 133 66 889 466 
Better Roads 33 30 273 223 Electronic Equipment 42 28 362 234 
Boxboard Containers 62 58 467 449 Electronics 252 270 2923 2954 
Brewers’ Digest , 47 42 374 373 Engineering & Mining Journal 143 144 1165 = 1101 
Brick & Clay Record 63 45 391 414 Engineering News-Record (w.) Seo cel -aove Beat 
Bus Transportation ; 65 75 534 567 Excavating Engineer ny 4] 44 277 275 
Butane-Propane News ae 90 84 656 636 Factory Management & Mntce. : 236 182 1663 #1860 
Canner (bi-w.) ee 35 269 305 Finish ve Seats 52 59 464 418 
Ceramic Industry 56 56 499 525 Fire Engineering “ 43 51 384 366 
Chemical & Engineering News tw.) 1202 184 1673 1473 Fleet Owner 142 140 923 883 e 
Chemical Engineering —.... 314 300 2273 2343 Food Engineering mae 118 132 G73 - 1055 
Chemical Engineering Progress cS 69 58 493 418 Food Packer i MIMSRES Se. 29 26 230 232 
Chemical Processing a: 164 1454 1495 Food Processing - Bas en, 70 77 588 603 
Chemical Week srisamitiasie: 242 1772 #£«21745 Foundry RE oe ie em | 172 1363 1488 
Civil Engineering = 60 64 456 444 Gas ; a eaten ee 90 76 687 625 . 
Coal Age Scales 106 125 813 1011 Gas Age (bi-w.) = ee 370 451 531 
Combustion ern 56 49 382 397 Heating, Piping & Air Conditioning ; 180 175 1384 1326 
Commercial Car Journal 158 150 1230 1195 House & Home -_.. : 165 138 1479 1158 
Construction Bulletin 1926 203 1567 1394 ice Cream. Review ———____.__...... 85 78 587 592 






Continued on page 86 
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ALES SATISFACTION 


MACCO advertising in finish has paid 
regular dividends in sales 
through more than 75 consecutive months 


Statistics can tell but part of the story 

of finish’s consistent record of 

advertising performance. finish, of course, has 
an unbroken record of growth 

in number of advertisers, pages, and revenue. But, 
in addition, it is important to 

review the sales results that advertisers in 
finish have achieved— results 

that establish finish as the outstanding 
medium for advertising directed to the 
appliance and metal products 

manufacturing field. 


The MACCO story is just one typical example 

of the sales results that measure the value 

of advertising in finish. Yet 

it shows, in detail, the reasons why more and more 
advertisers are putting finish first 

on their schedules. 


What better evidence is there 

that finish can do an equally effective job 
for you of concentrating on the key men, 
whatever their titles, who make or 

influence buying decisions for appliance 
and metal products manufacturers. 


ee Rare PUBLICATIONS 


YORK STREET at PARK AVENUE 
ELMHURST, ILLINOIS 


/ Br 
FIRES 


Before They Start 


acco Ne a K 


rk “Sane a ayo MORE 5 
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“ ee 
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PRODUCTS COMPANY 


G. A. CAIRNS, General Manager, 
The Macco Products Co., writes: 


“We have used finish on a monthly 
basis for the past six years.. .We originally 
selected it to reach one section of the metal 
products industry...during the first year 
of advertising, sales to this section more 
than doubled. 


“We use finish for all of our products 
because we have found that we are reach- 
ing the type of personnel that we wish to 
reach in the entire fabricated metal prod- 
ucts industry. 


“‘We were quite astounded at the results 
of the ad which you recently ran on our 
Macco No. 400-K.Within one week after our 
first advertisement appeared, we shipped 
nine tons of the new material. We assure 
you that we intend to continue our contract 
with finish.” 














C Appi Kance and 


Metal Products sasvractenine 
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qrwer* 








BUYER 
CLASSES* 








ole} hae Vengo) t-) 


Men with multi-million yard 
contracts... building builders 
. large and small operators. 





PUBLIC OFFICIALS 


State, county and city officers 




















in charge of road building and | 
maintenance. : 
| 
ENGINEERS 
Designers, advisors, supervisors. 
MATERIAL 
PRODUCERS 
Quarry operators, aggregate pro- 
ducers, cement manufacturers, 
miners. 
OTHER READERS 
Your dealers, their salesmen... 
schools... bankers... operators. 
| 
TOTALS 





*For a detailed description of reader & 4 r & | 7 6 U Y a ea & H a T a] E 


classifications, write to George Stew- 
art, 6 South Orange Avenue, South 
Orange, New Jersey. Ask for your 
free copy of “THE KEY!” 


SSOCIATED 








-oe TO THE DOORS OF THE MEN WHO BUY! 


Associated Construction Publica- struction industry. But better yet, 
tions can give you Circulation guar- ACP can give you ample proof that 
antees that prove the books are the books are read by the men who 
going to 84,817 men in the con- are buyers of your products. 


Here is a composite picture of ACP reader classifications: 


Contractor CONSTRUCTION 


EA: - 
o Ape 
y » YR . 
¥ 4 — ¢ Ps 


» RT et by uP 
ee OWS, ae 


= 3 


S$40-BILLION CONSTRUCTION MARKET 


ONSTRUCTION | UBLICATIONS 














July pages 





pages to date 


July pages 


pages to date 




















Industrial group 1955 1954 1955 1954 Industrial group 1955 1954 1955 1954 
Industrial & Engineering Chemistry  °75 aa 629 750 Textile Industries* 108 114 923 992 
Industrial Finishing (41/2x642) _..._ 69 74 = =S00 588 Textile World 147, 149 «1164 ~=—-:1300 
Industrial Laboratories ; 81 83 667 690 Timberman 92 96 745 765 
Industry & Power Shes ee S6 69308 = 444 Tool Engineer 159 134 1292 1344 
Inland Printer acces «an SO 4493 424 Tooling & Production 98 90 879 787 
Interiors _ cS 54 606 54 Traffic World (w.) 145 147 847 1091 
Iron Age (w.) - - "425 *S45 3820 4170 Utilization 2 8628) 222 -~—S—«260 
ISA Journal 23 18 164 126 Wastes Engineering 2i 15 15] 142 
Leather & Shoes (w.) - uerks "146 79 769 711 Water & Sewage Works 72 63 543 508 
Lumberman 114 100 «876 = 836 Waterways Journal (w.) 105 109 4695 704 
Machine & Tool Blue Book (Yax6¥A) 199 227 1686 =: 1998 Water Works Engineering 53 54 416 386 
Machine Design - 206 200 1693 1783 Welding Engineer 52 44 423 384 
Machinery - 224 295 1843 2097 Western Canner & Packer 39 33 326 34] 
Manufacturers Record - 21 26 213 294 Western Construction 71 80 677 627 
Marine Engineering - . 82 84 999 629 Nestern Industry 44 60 447 513 
Mass rege are - 18 16 144 180 Western Machinery & Steel World 83 92 768 832 
Materials & Methods - 160 154 1189 1251 Western Metals 52 51 431 449 
Mechanical Engineering _ 127, lll) = 995 965 Wood Worker 44 eo sl: 
Mehmet 80 S36 = «647 Woodworking Digest (41/2x61/) lll 115 854 948 
Metal Finishing a... 72 601 604 orld Oil 175 175 1418 1449 
Metal Progress - - 119 130 1041 = Ms orld Petroleum (9x12) $148 §175 687 647 
son get = ager nee oes ee Total 21,265 21,066 162,299 162,860 
Milk Products Journal 31 31 218 245 
aan pone Hoes 29 1 213 221 seronss: geese 6 
Mining World 3 60 66 555 580 Product News group 1955 1954 1955 1954 
Modern Machine Shop (4!/:x61/2) 225 262 1688 2047 Volume figures for product news information publications are re- 
Modern Metals 64 57 471 431 ported in 1/9 page units (approx. 314x434") . . not in standard 
Modern Packaging 142 §191 1187 -3237 7x10” pages. 
Modern Plastics 163 136-1267 — Contractors’ Electrical Equipment 148 152 1208 1168 
Modern Railroads ee 109 111 888 926 Plectriea! E 
bs “ mn lectrical Equipment 292 288 2376 2288 
National Bottlers’ Gazette 65 73 507 499 edhien & Planbhen oun , 
National Petroleum News — M6 115 1022 993 ee ee Pas a i 
National Provisioner (w.) 163 38 1158 1215 ee ag 711 734 5326 5626 
National Safety News 55 52 525538 omer ee PE a" 
ce a neny SNE Ses ee ae, ae ee Plast Operation. . 171 200 1485 1524 
nd arnige ress a a ee New Equipment Digest 619 632 4846 5096 
Organic Finishing e - + Plastics World 263 177 2071 1950 
Pacific Builder & Engineer 93 91 684 691 acid: Tinie , z 
<opateo er - no roduct Design & Development 310 342 2472 2601 
Packaging Parade (9%/gx12) 73 70 653 673 Tanecieiiinidiinen Bai N 189 115 145] 919 
Paper Industry 2 56 50 391 407 es eee ly News Ft SR 
Paper Mill News (w.) 14195 5155 893 987 Total 2,817 2,780 22,134 22,161 
Paper Trade Journal (w.) **137 5152 +1146 = =114!1 
Petroleum Engineer ~ “ — oes termine. tibial 
t 1 oc ing ] 7 38 7 
ets eo eee engage 0a (1g2s«1Se5 (1949s Ro gree 1955 1954 1955 1954 
Pipe Line Industry a 93 426 = Air Conditioni ng & oe ion 
Pit & Quarry 223-204 «(1260 ‘1211 News (w.) (111/2x16 17) 51 446 455 
Plant 34 32 283 293 American Artisan 98 125 899 955 
Plant Engineering . 134 140 1022 1035 American Druggist (bi-w.) 80 81 772 796 
Plating ; 47 ol 481] 463 American Lumberman & Building 
Power 166 180 1292 1438 Products Merchandiser (bi-w.) 121 138 1428 1348 
Power Engineering 61 77 498—s«O618 Boot & Shoe Recorder (semi-mo.) 117. 130 1073 1145 
Practical Builder 172 155 1496 =1307 Building Supply News 168 157 1714 1555 
Printing Magazine 61 55 455 415 Chain Store Age. . 
Proceedings of the I. R. E. 143 131 1222 1137 Administration Edition Combina- 
Product Engineering 273 298 )=— 2096 = 2228 tions 37 43 262 250 
Production 106 123 847 995 Druggist Editions 61 56 558 612 
Production Equipment 22 25 211 197 General Merchandise— 
Products Finishing (41/2x6}/2) : 79 9] 642 604 Variety Store Editions 116 102 811 814 
Progressive Architecture 131 143 1012 1025 Grocery Editions. 197 162 922 853 
Pulp & Paper *§235 §203 797 733 Cleaning & Laundry Age (11x15) 37 — 244 — 
Purchasing 200 218 1777 1740 Cleaning Laundry World 46 51 442 425 
Purchasing News 89 74 692 624 Department Store Economist 87 83 654 662 
Quick Frozen Foods 69 61 818 759 Domestic Engineering 148 141 1151 1124 
Railway Age (w.) _—— *135 148 1163 1299 Electrical Dealer 37 39 377 442 
Railway Freight Traffic ' 26 31 209 213 Electrical Merchandising (9x12) 124 130 1277 1221 
Railway Locomotives & Cars 62 66 S09 S01 Electrical Wholesaling 142 129 1095 1044 
Railway Purchases & Stores -_- 86 113 717 798 Farm Equipment Retailing 43 45 448 416 
Railway Signaling & Communications 38 38 276 292 Farm Implement News (semi-mo.) 199 109 989 1019 
Railway Track & Structures Bee 50 52 363 395 Fueloil & Oil Heat 93 93 783 783 
Roads & Streets 108 86 734 635 Gas Heat 40 38 371 328 
Rock Products 102 98 969 941 Geyer's Topics 62 70 557 526 
Rocky Mountain Construction’ 89 85 661 567 lass Digest 50 62 396 396 
Rural Roads (bi-mo.) : 31 29 125 119 Hardware Age (bi-w.) 7585 625 2492 2657 
SAE Journal ‘ 101 110 770 781 Hardware Retailer 117 131 «61425 «© 3320 
Southern -Lumber ‘Journal -__________ 62 65 440 447 Hatchery & Feed 49 44 279 280 
Southern Lumberman (semi-mo.) - 143 135 966 1014 Heating-Air Conditioning-Sheet Metal 
Southern Power & Industry 3 52 68 486 621 Contractor Ne 62 67 513 511 
Steel (w.) 5 1372 432 3102 3489 Hosiery & Underwear Review 55 70 497 502 
Telephone Engineer (semi- mo.) . 98 98 731 722 Hosiery Industry Weekly 742 45 381 408 
Telephony : *166 153 1057 1039 Implement & Tractor (bi-w.) 123 139 1121 1104 
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A BOOST... or THE BOOT? 


How often have you heard a salesman com- Advertising can help you do the job. That's 
plain, “I sold the idea, but their Purchasing why so many leading industrial advertisers use 
Agent gave the order to a competitor.” PURCHASING Magazine. Read regularly by 

the men responsible for 85% of industry's buy- 


nen very Comme, eae «3 sad story.-But it has ing, PURCHASING gives you the largest avail- 
a simple moral: You've got to sell the Purchas- ; 


ing Agent, too. You've got to sell the PA on 
your product and on your company. 


able coverage of industrial PAs. 


If you sell an industrial product... ae 
put PURCHASING power behind it! PURCHASING 


PURCHASING MAGAZINE 


205 East 42nd Street, New York 17, N. Y. 


A basic magazine on any industrial advertising schedule! 


A CONOVER-MAST SPL ATAGN 
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He keeps on the go to 


Burnham Finney’s typewriter is the only thing 
that applies the brakes to his almost constant 
travel schedule. Fortunately, it applies the 
brakes often enough to make sure a great and 
growing industry gets his exclusive, first-hand 
reports on important developments every 
other week. 

Burnham Finney has been “‘on the go” ever 
since, fresh out of the University of Cincinnati, 
he spurned a law-school scholarship to open his 
own industrial news bureau, supplying about 
twenty business magazines and newspapers 
with the latest news of Midwest industry. 

Thirty years and a million travel miles 
later, this indefatigable editor is still out of his 
office much more than he is in it. He main- 
tains personal contact with hundreds of top 
metalworking executives coast to coast. His 
exclusive reports on the Washington scene as 
it affects Metalworking are the result of being 
there when the news is in the making. He has 
recently renewed again the European con- 
tacts he so soundly established when, at the 
request of the British Ministry of Production, 
he gave our World War II allies his on-the- 
spot help in boosting armament production to 
record levels. 

And now, as it has been doing ever since 
Burnham Finney became Editor of American 


Machinist in 1938, his typewriter continues 
to record a notable succession of reporting 
“firsts’’ in a basic industry. 

First vocal exponent of automation’s great 
future, constant champion of the pressing 
need for modernization in Metalworking’s 
sprawling production shops, writer of prize- 
winning editorials, confidant of his industry’s 
top executives and of government’s policy 
makers, Burnham Finney studies the present 
tirelessly so that his typewriter can brilliantly 
forecast the future for his magazine’s readers. 

In experience ... in knowledge of his job... 
in ability to serve his readers, Mr. Finney is 
typical of McGraw-Hill editors. They’re spe- 
cialists. They know their fields. They live with 
the problems of the men—within these fields 
—who look to them for accurate reporting of 
news that is vital to their industry. 

Their “product” has to be good. Editorial 
quality must be consistently maintained be- 
cause every McGraw-Hill publication is sold 
to its subscribers . . . bought because of the 
ability of McGraw-Hill editors to pack each 
page with information that will help their 
readers do a more efficient job. That is why 
every McGraw-Hill publication provides and 
maintains an alert, interested audience for the 
advertiser’s sales messages. 


McGRAW- HILL 


PUBLISHING COMPANY, INCORPORATED 


PN 
M:GRAW HILL Save 
WEP $072 BUSINESS 


ASV Us La 
So 


ABP @ 


OVER A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 


330 WEST 42nd STREET, NEW YORK 36, N.Y. 
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July pages 


Trade group 1955 


1954 


pages to date 


1955 


1954 





Industrial Distribution at 14] 
Jewelers’ Circular-Keystone 104 
Journal of Plumbing-Heating-Air 

Conditioning Contractors a 53 
Lingerie Merchandising s 29 
Liquor Store 2 24 
Motor fe 126 
Motor Age 109 
Motor Service (43/4x63;) 118 
NJ (National Jeweler) (5!/gx74) 129 
Office Appliances os 118 
Photographic Trade News’ 51 
Plumbing & Heating Business” ___. 79 
Plumbing-Heating-Air Conditioning 

Wholesaler 38 
Progressive Grocer ‘ 109 
Southern Automotive Journal 87 
Southern Building Supplies 55 
Southern Hardware 60 
Sporting Goods Dealer 184 
Sports Age 52 
Super Market Merchandising 79 
Variety Store Merchandiser , 70 
Western Farm Equipment ie 32 
Wood Construction & Building 

Materialist ee ; 42 

Total 4,996 


156 
133 


59 
40 
17 
125 
95 
93 
133 
117 
57 
90 


35 
91 
100 
47 
57 
189 
33 
81 
54 
45 


St 
5,054 


July pages 


Class group 1955 


1954 


1413 
892 


471 
255 
194 
941 
845 
953 
797 
1178 
613 
694 


286 
919 
741 
403 
582 
1350 
313 
795 
533 
340 


358 
40,243 


1515 
953 


501 
275 
222 
887 
770 
828 
859 
1234 
607 
731 


301 
849 
719 
364 
667 
1357 
438 
802 
516 
374 


365 
40,094 


pages to date 


1955 


1954 





Advertising Age (w.) (1034x14) 7203 
Advertising Requirements 40 
American Funeral Director ° 153 
American Motel a 48 
American Restaurant ce 70 
Banking (7x10 3/16) 50 
Billboard (w.) (1034x153;4) 230 
Buildings 32 
Chain Store Age— 

Fountain Restaurant Combinations 27 
College & University Business” 25 
Dental Survey 81 
Fountain & Fast Food 43 
Hospital Management 48 
Hotel Monthly 28 
Industrial Marketing 94 
Journal of the American Medical 

Association (w.) 323 
Medical Economics (41/4x63/4) 164 
Modern Beauty Shop 60 
Modern Hospital 118 
Modern Medicine (semi-mo.) 

(41/4, x63) 268 
Nation's Schools : 7 
Oral Hygiene (4 5/16 x 7 3/16) 69 
Scholastic Coach™ : — 
School Executive — School 

Equipment News 62 
What's New in Home Economics™ — 


Taic!] 
101d 


183 
39 
59 
52 
86 
49 

249 
20 


29 
23 
91 
56 
48 
30 
98 


307 
159 

93 
136 


207 
72 
83 


57 


1718 
349 
415 
45] 
602 
523 

1674 
207 


213 
296 
663 
350 
386 
237 
884 


2545 
1316 

554 
1135 


2133 
921 
676 


842 


1619 
288 
49] 
462 
632 
47] 

1598 
162 


177 
306 
686 
369 
419 
289 


pages to date 
1955 1954 


July pages 


Export group 1955 1954 





American Automobile 

(overseas edition) 84 83 471 505 
American Exporter (2 editions) 125 132 1091 1132 
American Exporter Industrial 

(2 editions) , 162 996 1078 
Automotive World (3 editions) 74 529 579 
Automovil Americano 102 550 637 
Caminos y Construccion Pesada 30 172 19] 
Embotellador (bi-mo.) SS. *178"= “7385 
Farmaceutico 34 220 258 
Hacienda (2 editions) 98 718 671 
El Hospital — a 15 100 115 
Implementos y Tractores 4] 261 223 
Ingenieria Internacional Construccion 58 340 381 
Ingenieria Internacional Industria 66 403 470 
McGraw-Hill Digest — Latin 

American Edition” 17 
McGraw-Hill Digest — 

Overseas Edition™ 19 — — 
Petroleo Interamericano 71 382 406 
Pharmacy International 23 125 144 
Revista Aerea Latinoamericana 23 99 98 
Revista Industrial 17 83 108 
Revista Rotaria : 3 29 23 
Spanish Oral ‘Hygiene 

(4 5/16 x 7 3/16) g 33 199 228 
Textiles Panamericanos 28 264 289 
World Mining 39 39 367 377 

otal ; 1,223 7,574 8,078 


The above figures include classified and display advertising. 
Unless otherwise noted, all publications are monthlies and have 
standard 7x10 inch advertising page. 
SIncludes special issue 
Estimated 
*Two issues 
*Three issues 
‘Four issues 
"Five issues 

Does not include advertising in special Western section 
"Diesel Progress . . carries special 7x10 “junior page units” re- 
ported as pages. 
"Rocky Mountain Construction . . 
month. 
‘Textile Industries . . six month total, 
Should have read 815 pages. 
*Photographic Trade News. . 
ported. Should have read 187 
“Plumbing & Heating Business . . June figures were transposed. 
Should have read: June, 1955: 93; June, 1954: 136; six months 
total, 1955: 617; six months total, 1954: 641. 
included for the first time this 


included for the first time this 


1955, incorrectly reported. 


june, 


pages, 


1955, figure incorrectly re- 
including special issue. 


"College & University Business . . 
month. 

"Scholastic Coach . . 
“What's New in Home Economics. . 
August. 

“McGraw-Hill Digest . . published in two editions, Latin American 
and Overseas, since July, 1954. Comparisons will be based upon 
July through December issues for balance of 1955, thereafter for 
12 months beginning January. 


not published in July or August. 
not published in July or 





Media changes. . 


Gage Publishing Co. . . New York, pub- 


lisher of Electrical Manufacturing, has 


appointed the following vice-presidents: 
Louis J. Perrottet, business manager of 


EM and Frank J. Oliver, editor of EM. 


Charles F. Meyer . 


representative Atlantic district, for 


- has been appointed 
sales 
Industria and Construccion, two publica- 
tions of McGraw-Hill International Corp., 


New York. 
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William J. Overend . . 


McGraw-Hill Publishing Co. . . New York, 


has announced the following appointments: 


recently returned 


from the armed forces, has joined Stanley 
Publications, Chicago, as manager, special 
services department. Transportation Sup- 
ply News, a Stanley publication, an- 
nounces the following rate changes, effec- 
tive Sept. 1: 

1-time 6-time 12-time 
1 page $1,000 $890 $840 
2/9 page 315 285 270 
1/9 page 170 160 150 
Rates will also be available on a new 18- 


time and 24-time schedule. 


Donald B. Waite, Jr., former classified ad- 
vertising salesman in the Detroit office, has 
joined the sales staff, Factory Manage- 
ment & Maintenance, and will cover the 
New Jersey territory; and Coal Age and 
Engineering & Mining Journal has the fol- 
lowing new district sales managers: H. C. 
Chellson, New York district manager; 
William H. H. Ginder, Pittsburgh district 
manager, and J. E, Lange, Cleveland dis- 
trict manager. 





For instance, will it help automate fabrica- 
tion or processing? . . 
weighing, handling, conveying, assembling, 
packaging? . . . promote quality control, reduce 
unit costs, increase productivity? 


. mechanize feeding, 


AUTOMATION’s readers want to know about 
it, now! 


Here are your best prospects—the men who are 


spending an average of $358,000 per plant this 


year, to make their operations more automatic. 


Nowhere else in a single publication will you 
find so many readers searching for new ways to 
achieve more automatic operation in a hurry! 


For more detailed information, write for a copy 
of “‘Industry Plans For More Automatic Opera- 
tion’—a 16-page study of industry’s buying 
intentions. Address E. S. Lawson, Business 
Manager, AUTOMATION, Penton Building, 
Cleveland 13, Ohio. 


OOWOOOwWOO 


the magazine of automatic operations 


a PENTON publication { 








Pacing the Rapidly Expanding 
Chemical Processing Industries... 















For 17 years, CHEMICAL PROCESSING has ‘‘set the pace” for circulation coverage 


of the chemical processing industries of the U.S.A.**... 


has consistently led all chemical processing magazines in delivering 





effective coverage of the real buying power of this staggeringly huge market. 


For 17 years, CHEMICAL PROCESSING has paced the field. 





Chemical processing pushes rapidly into ever- 
new industrial areas — petrochemicals, plastics, 
synthetic fibers, synthetic rubber, polyurethanes, 
synthetic fertilizers, insecticides. And these are 
but indicative of the phenomenal expansion of 
chemistry into old, as well as new, industrial 
fields. 


This refers specifically to circulation coverage 
of important operating men in U.S.A. chemical 
processing plants—not to ‘“non-industry” or 
“foreign” circulation. 


Chemical Processing announces Two New Features... 





CP’s new “‘cinemascope presen- 
1. tation”’ sparks top reader interest 


There was a time, not so long ago, when technical- 
industrial publishing relied on the belief that 
“... they gotta read it... it’s their industry paper”— 
when even leading industrial magazines were drab 


and dull. 


Now, CHEMICAL ProcessING brings new publish- 
ing, new editing techniques to the chemical process- 
ing field. 

CP’s new “cinemascope, wide-screen presentation” 
... dramatically large photographs of most signifi- 
cant developments, with terse, vital, explanatory 
copy ... brings heightened interest to technical sub- 
jects, a new appeal for technical executives. 


Of course, this new feature is in addition to CP’s 
famed “terse, easy-to-read” reporting of new proc- 
esses, new solutions of processing problems, new de- 
velopments of the entire chemical processing field. 


As you have watched CP’s dramatic development 
of front covers... 

... more dramatic illustrations and designs, catch- 
ing and holding the reading interest of technical men 
... taking them “inside the covers” to read more and 
more... 


... 80 have you seen CP’s constant improvement in 
design and dress of inside pages... increasing the 
already-high readership of the terse, vital reporting 
of significant developments. 

As color and design have played an important part 
in these steps, so will color and design be used to 
give maximum impact to impressively-large photo- 
graphs of significant industry activities...in this 
new “cinemascope, wide-screen presentation.” 


chemical 
processing 


RE 


corrosion control 


10,000 additional circulation... 
yd brings coverage to 45,000 


Effective with the January, 1956 issue, CHEMICAL 
PROCESSING guarantees 45,000 industry circulation 
... all meeting the rigid standards CP has required 
of all circulation for many years. 

No “students,” no “foreign agents,” no non-indus- 
try circulation of little or no buying power ... which 
is so often accepted as “filler” to build up circulation 
numbers. ... none of these are accepted in CHEMICAL 
Processinc’s carefully-screened circulation, as of 
now or in this circulation expansion. 

Instead, an ever increasing demand has built up 
during recent years for CHEMICAL PROCESSING ... it 
has not been possible to meet these requests within 
the limits of CP’s heretofore guaranteed 35,000 in- 
dustry coverage. 

New plants have come into being. Established 
plants have enlarged .. . in capacity and in key, tech- 
nical men. The phenomenal growth of this market is 
a spectacular demonstration of America’s ever grow- 
ing economy, of her industrial power and strength.+ 

45,000 “buying power” circulation ... not “bulk.” 

Thus, with 45,000 guaranteed circulation—among 
carefully screened, key operating executives and 
technical directors— CHEMICAL PROCESSING will de- 
liver the largest undiluted circulation ever known 
in this dramatic market. 

Thus, CHEMICAL PrOcESSING keeps pace with the 
spectacular growth of these giant chemical process- 
ing industries. 

New rates announced 

New rates being currently announced are available 
on request... or in SRDS. New rate card will be sent 
on request. 


+From a 1950 “value of manufactured products” of less than 
$45,000,000,000.00, today’s value of chemical processing products 
manufactured annually runs well over $60,000,000,000.00! (yes 
... sixty billions of dollars!) 


Putman Publishing Company 


Putman Publishing Building + 111 East Delaware Place - 


Publishers of Food Pro »s 


“EXECUTIVE MAGAZINES FOR INDUSTRY” NBR 








public relations 


employe communications 


by Robert Newcomb 
and Marg Sammons 


Pin your hopes on automation, 
Sun Oil Co. tells employes 


Paints clear, encouraging picture of future in company magazine 


= “aT THE FORD MOTOR CO.’s engine 
plant in Cleveland, a rough metal 
block is gripped in mechanical arms 
of steel which guide it into position 
and move it along automatically 
from one machine operation to an- 
other. It is ground and milled 
smooth; giant drills bore the cylin- 
der, screw machines tap out bolt 
holes and the rough casting emerges 
as a finished . . and inspected . . en- 
gine block. It has gone through 530 
cutting and drilling operations and 
has been conveyed by a series of 
42 transfer machines, all without 
being touched by man. 

“Similar fantastic things happen 
at Sun Oil Co.’s Marcus Hook, N. 
J., blending and packaging plant. 
There, units automatically blend oils 
to exact specifications. The blended 
oil is piped into another room. Mean- 
while, empty one-quart cans are 
put onto a conveyor belt from the 
freight cars outside, moved contin- 
uously along to the can-filling ma- 
chine and are automatically filled 
at the rate of 380 a minute.” 

In these precise words, Sun Oil 
Co. . . in a recent issue of its em- 
ploye journal .. gave readers ex- 
amples of automation at work. When 
read out of context, the paragraphs 
might easily chill the blood of the 
plant-level alarmist who sees in au- 
tomation an end to the need for 
human labor, the complete replace- 
ment of man by machine. 
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When read, however, as part of 
an article aimed at explaining auto- 
mation to the employe who doesn’t 
understand it, the words support the 
article’s solid contention that auto- 
mation is something to welcome, not 
to fear. 

Automation is on many tongues in 
many factories these days. Employes 
see it where it isn’t. They can’t de- 
scribe it except as a vague mechani- 
cal monster aimed at the destruc- 
tion of the rights of the working 
man. 


Simple As a Washboard. . Sun 
Oil’s employe publication editors 
recognized that, in order to give the 
employes an idea of the high values 
readers might expect from automa- 
tion, they should start simply. “Pin 
Your Hopes on Automation” was 
the heading of the article, and the 
opening sentence led the reader 
comfortably into the story. It said 
simply, “Still have a washboard at 
your house?” 

Slowly and carefully, step by step, 
the editors brought employe readers 
into the new promising world of 
automation, not by giving it a crisp, 
scientific definition but by explain- 
ing in word pictures what it does and 
what may be hoped for it. They 
pointed out how household drudgery 
has been eased through mechaniza- 
tion: “Today, mother may take baby 
for a walk, attend a parent-teachers 






Industry’s relations with 
Employes/ Stockholders 
Distributors/Suppliers/ 
Neighbors 





A 





Pin your hopes on AUTOMATION 


it’s America’s brightest promise for better living, and ¢ new word for an old, old ideo! 














From an Engineer . . Sun called on 
chief engineer Paul Barton to encourage 
workers about scary subject in employe 


magazine. 


meeting or do anything else she 
wants while doing the weekly wash. 
She has been emancipated from the 
wash tub. . . Similar changes have 
been taking place in industry. At an 
ever-increasing pace, workers are 
being released from dull, routine, 
monotonous, repetitive or hazardous 
jobs by machines.” 

The Sun Oil article, appearing in 
“Our Sun,” was written by Paul D. 
Barton, chief engineer of the com- 
pany’s manufacturing department. 
Industrial editors, appropriately 
gun-shy of engineers turned au- 
thors, will be heartened by the Bar- 
ton opus . . a completely non-tech- 
nical and persuasive article on a 
topic baffling to employes. 

The Sun article is one of several 
now appearing in employe journals. 
(Another straightforward discussion 
is presented in a recent issue of 
“Bemistory” of Bemis Bro. Bag Co., 
St. Louis, written by W. J. Hemmer 
of the general personnel depart- 
ment). What makes the articles on 
automation basically sound is the 

Continued on page 98 
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The camera bu qQ pany’s people as The Saturday Evening Post. It gets 


to the right people everywhere. And, as a recent sur- 
There’s a camera bug in every outfit, and here at ~— vey of 414 manufacturing plants shows, manage- 
The Veldy Co. it’s good old Pete. Here he is shoot- —_ ment pays more attention to ads in the Post than in 
ing Miss Gusher (she’s engaged) for the company __ the 6 leading business and news magazines combined. 
magazine. Pete gets around. He knows everyone from Moreover, the Post reaches those below management, 
the office boy to the boss himself — and they know people whose suggestions also influence buying. It 
him. In fact, he gets to almost as many of hiscom- _ gets to ALL the people who mean business. 


— gets to ALL the people who mean business 
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Textile World wmsists 





that. without this one overriding and all-important force, 


stan se neclose it reac li ven. 
your business-paper advertising is useless though ul reach a million me 


Hence this new series of advertisements about... 


Editorial impact at 


Circulation figures mean nothing without it... 
the finest industrial advertising is helpless with- 
out it... your business-paper costs go way out 
of line without editorial impact at the point-of- 
purchase. 


Umpteen magazines deliver advertising to the 
yarn producer, for instance... to the point-of- 
purchase: mill management. But delivery is not 
enough! In the past 6 months, among 7 textile- 
mill magazines, Textile World has published 
40% of all the original feature articles ... twice 
as many pages as any other... on yarn-produc- 
tion operations alone! 


How Rex Mills 
NYLON-CARDING Production 











with the most mill-management subscribers 


EDITED IN GREENVILLE, S. C. © PUBLISHED BY McGRAW-HILL @® 


Accustomed to this month-after-month, what 
magazine will yarn-production management 
read most regularly ? 


Where, then, is yarn-production management 
most likely to see your advertising? And read 
it? And act upon it? 


Whether it’s spinning or weaving, knitting or 
finishing, Textile World serves advertisers best 
because . . . repeatedly, consistently ... it has 
the greatest editorial impact at the point of pur- 
chase. So it leads in advertising volume. That 
advertising is delivered, yes! ... but read. 
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employe communications . . 
begins on p. 94 


fact that they are written with the 
specific aim of clearing the air. The 
editors and authors are aware of 
the confusion that exists in em- 
ployes’ minds. 


Management Falls Down. . In a 
recent talk before a National Asso- 
ciation of Manufacturers’ meeting 
on the guaranteed annual wage, a 
New York consultant on automation 
gave his listeners something to chew 
over. John Diebold urged manage- 
ment to take the offensive on the 
subject of automation, to explain it 
thoroughly to employe groups so 
that it doesn’t impress them as an 
awesome instrument designed to cut 
them off from their jobs. 

Automation, the speaker pointed 
out, has recently caused much con- 
cern in labor circles because of fear 
of unemployment, but “little has 
been done by management to em- 
phasize the promise of more jobs, 
better working conditions and short- 
er hours which the new technology 
makes possible.” 

There are five steps management 
can and should take, the consultant 
said, to meet the rising challenges 
thrown up by organized labor: 

@ 1. Management should undertake 
realistic advance planning, not only 
with respect to automation itself but 
with respect to explaining it intel- 
ligibly to the work force. 

@ 2. Management should prepare 
comprehensive’ re-training  pro- 
grams. 

e 3. Job shift studies should be un- 
dertaken for the present work force. 
e 4. There should be developed a 
coordination of hiring with internal 
company readjustment to minimize 
layoffs. 

e 5. Management should develop 
information programs to acquaint 
labor with the new and more inter- 
esting jobs and better working con- 
ditions which automation makes 
possible. 


The Lesson in GAW . . It is in the 
last recommendation where the cues 
lie for the person in employe com- 
munication. The whole history of 
employe communication reflects the 
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fact that management is too late in 
“getting its story across.” Although 
the hassle over the guaranteed an- 
nual wage was something manage- 
ment knew about a solid year in 
advance, few concerns made any 
effort to discuss the problem at the 
plant level, to head off the oncoming 
charge. 

Sun Oil, with its careful and 
credible appraisal of automation, 
published in the employe paper 
where all employes might see it, 
took the offensive action. The com- 
pany .. and its editors . . did not 





wait for the tide of employe skepti- 
cism to rise, beyond the point of 
control. Because the company took 
the intiative, it had the softer task 
of stating facts, as opposed to reply- 
ing to charges. 

If your company is inclining to- 
ward automation .. and many are 
. . it might be well to see how much 
your employes know about the sub- 
ject. Perhaps because they know 
little they may fear it. Perhaps they 
are waiting for reassurance from 
you. a 





Communications man of the month.. 


Need a better employe program? 


You can tailor this one to any size 





Nathan H. Bergstrom. . provides model 


® NATHAN H. BERGSTROM, president 
of Bergstrom Paper Co., Neenah, 
Wis., likes to begin at the beginning. 
He believes acquaintanceship is the 
first step to communication, internal 
or external, and he likes to under- 
play the good news while not avoid- 
ing the bad. 

Out of this bedrock philosophy has 
come an employe communications 
program (for a company of only 320 
people) that can serve as a model 
for companies 100 times its size. 
When the communications man in 
another company reaches that point 


of despair common to the craft, he 
need only examine the long strides 
at Bergstrom Paper to get his cour- 
age back. 

The beginning of the Bergstrom 
program is with departmental per- 
sonnel meetings. A progress report 
leads off each session, after which 
there is a question period with no 
queries barred. Information from the 
top is channeled through the group 
meetings to employes; employe 
questions and comments are relayed 
back through the group to the top. 

The man-to-man meetings are 
supported by an active bulletin 
board program, in booklets, in a 
little employe paper called “Rolls 
and Reams” and through special 
meetings called whenever there is a 
need to get the folks together. In 
addition to company recreation pro- 
grams and conventional social gath- 
erings, the company stages “annual 
report dinners” .. here employes 
gather, by departments, to hear the 
dollar-and-cents report from top 
management, appraisals of the year 
from department chiefs, and fore- 
casts for the future. Employes bring 
their wives and husbands. 

Mr. Bergstrom believes in his 
people, and every day he has re- 
freshing assurances that his people 
believe in him. = 










































“Business Publications tell us what’s 
new In the food business” says 


JOSEPH B. HALL, President, THE KROGER CO. 


“With the top men in our organization, business Talk with management men in any industry, and 


publication reading is a habit.” Mr. Hall goes on to 
say, “Ideas, trends, developments, the kind of news 
that’s vital to successful, everyday operations — 
we know will be covered and analysed by the alert 


you'll find Mr. Hall’s idea of a business publication 
is typical: A source of pertinent, timely informa- 
tion. And, when editorial matter is so highly 
thought of, you can be sure the facts and figures 


in the advertising pages are given importance, too. 
Business publications provide a direct sales 


reporters and editors of these magazines.” 


route for any product or service of benefit to busi- 
ness or professional men. 


NATIONAL BUSINESS PUBLICATIONS, INC. 1001 Fifteenth Street, N. W., Washington 5, D.C. * STerling 3-7535 


decisions in the businesses, industries, sciences and 


The national association of publishers of 173 technical, 
professions... pin-pointing the market of your choice. 


professional, scientific, industrial, merchandising and 
marketing magazines, having a combined circulation 
of 4,098,937 .. . audited by either the Audit Bureau of 
Circulations or Business Publications Audit of Circula- 
tion, Inc. .. . serving and promoting the Business Press 
of America . . . bringing thousands of pages of special- 
ized know-how and advertising to the men who make 


Write for list of NBP publications and the latest 
“Here’s How” booklet, “How Well Will We Have to 
Sell Tomorrow?”, by Ralston B. Reid, Advertising & 
Sales Promotion Manager, Apparatus Sales Division, 
General Electric Company, Schenectady, N. Y. 
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new markets! 


Materials that radiate are opening another era 
in the bright new world of electronics to 


capture the imagination. These materials have 
been given the name “‘stereatronics” by Associate 
Editor Cornelius Ryan, in an article in 

Colliers’ magazine. He specifically defines this 
phase of radio as “the science of controllable 


electronic performance of solids.” 


IT IS RADIO ENGINEERING 


Even before 1920, radio engineers worked with the earliest 
“stereatrons,” the glistening galena crystals that pulled code 
and music out of the skies. In later years, they developed other 
practical uses ... such as quartz crystals engineered to vibrate 
at pre-selected frequencies ... phosphors that converted power 
to light and color in video tubes... germanium particles cap- 
tured in diodes and transistors to make subminiaturization and 
the “wrist-watch radio” practical... selenium to convert AC 
to DC... silicones that change light to power which someday 
will heat our homes...magnetic memory “ferrites” that 
almost think in computors which open vast vistas of industrial 


applications, 


MADE BY RADIO ENGINEERS 


As you read more about “stereatronics” and dream of new 
markets, remember that radio engineers have understood these 
semi-conductors, or “stereatrons,” and have exchanged engi- 
neering information about them in “Proceedings of the | R E” 
for years in advance of the resulting marketable products. The 
men mentioned in Mr. Ryan’s article are all radio engineers, 
most of them members of long standing in the IRE. Such men, 
because of their knowledge, set the specifications and control 
the buying for the huge new manufacturing their designs 
create. “Stereatronics” has taken form and has become prac- 
tical published knowledge in the history making issues of 


“‘Proceedings of the IRE”’ 
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means 


The “‘rate-grown” 
process of producing germanium 
makes it possible to obtain 

large quantities of uniform transistor 
elements with pre-specified operating 
characteristics. The ingot shown 

here is produced in two hours and supplies 
material for 2000 transistors 
—‘‘Proceedings of the | R E” 


Remember — 
engineers are educated 


| to specify and buy! 


Published by 
THE INSTITUTE OF RADIO ENGINEERS 


Advertising Department 
1475 Broadway, New York 36, N. Y. 
BRyant 9-7550 


Chicago ¢ Berea, Ohio «+ Los Angeles « San Francisce 












PROGRESS THROUGH ANACONDA METALS 


a colar tube is a shadow mask. This 
s paperthin metal sheet with 
freds I 


ot holes. Each 





The Alloy that helped make color TV possible 
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Anaconda . . the basic techniques get special treatment 


From nucleonics to nail files, 
simple copy tells it best 


If your product is miraculous, forget it 


® SOME OF THE MOST readable ad- 
vertising being written today is ap- 
pearing in a group of publications 
read by a certain breed of chemists, 
physicists, technicians, aerodynam- 
icists, chemical engineers, design 
and development engineers, elec- 
tronic engineers and metallurgists. 

The key to understanding why 
this should be so is not in their 


titles . . for you will find these titles 
scattered across the circulation gal- 
leys of many business publications. 
The key is in the three words “a 
certain breed.” For these men are 
not of the conventional cut of engi- 
neer or scientist. They are not 
grooved within the walls of the job 
or plant. They are inquisitive. They 
are versatile. Their interests are 


pic 


as inserted 





Ba 


broad. Their intellectual courage is 
high. And their influence in industry 
is deceptively substantial. 

What’s more important so far as 
advertisers, and this column, are 
concerned . . by every instinct these 
men are hungry readers. But don’t 
let that fool you. They are also high- 
ly discriminating readers. Just as 
quickly as they can find, read, ap- 
preciate and utilize a good piece of 
copy .. so too can they detect a sour 
note and spontaneously reject it. 
This, many bright advertisers seem 
to have already learned . . for, as 
we said at the start of this article, 
some of them are doing an outstand- 
ing job of writing. 

Let us cite, as a classic example, 
Eastman Kodak. We’ve been so im- 
pressed, without checking past col- 
umns, we’re sure we've given them 
an award. But no matter, this writ- 
ing is too consistently good not to 
quote from the current crop. 

The example we have chosen 
is in the area of those fancy new 
chemicals that always seem so dif- 
ficult for the layman to understand. 
Headed, “Modern-day myricyl,”’ the 
copy begins: 


Here's a razzle-dazzle play in the game 
of polyethylene,” which is now providing 
so much fun for the chemical industry. 

We've made a wax out of it. Now we're 
in the wax business. 

The familiar polyethylene plastic, after 
all, is nothing but hydrocarbon chains, a 
thousand or two carbon atoms long 
arrayed into some crystallographic order 
liness. Produce shorter chains, oxidize a 
trifle, and compare with esters like myricy] 
cerotate, (the prominent constituent of car 
nauba wax), myricyl palmitate (which is 
what beeswax largely consists of), or the 
cetyle pamitata of spermaceti. The re 
semblance turns out to be more than cx 
incidental. And it is more up to date to get 
your raw materials out of a hole in the 
ground than from the fronds of some far 
away palm tree or the head of a sperm 
whale. 

So it comes to pass that alongside such 


Continued on page 104 
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»» '1O INCREASE EDITORIAL EFFECTIVENESS 
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FIRST QUESTION any industrial magazine should be prepared to 
answer is how many full-time editors are on the staff. Because the only 
way an industrial magazine can know its market is to keep its editors 
“in the plant.” 

FACTORY, which has far more editors than any comparable maga- 
zine, insures that these editors spend a good share of their time talking 
with operating men, studying plant operating problems and solutions. 
These men know industry and industry knows them. 

Result? Plant Operating Men all over America recognize that FAC- 
TORY ’s editorial content is closely geared to their problems, interests, 
and needs. 

And that’s another reason why more men in the Plant Operating 
Group pay to rad FACTORY than any other industrial magazine. 
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e».» 10 INCREASE ADVERTISING EFFECTIVENESS 


FIRST ANSWER.to the probiem of increasing 
sales to manufacturing is to get your-sales mes- 
sage to the men “in the plant” — the men of the 
Plant Operating Group. 

These Plant Operating Men are the toughest 
for salesmen to see and sell. Many are not even 
known to salesmen. It is industrial advertising 
which must do a big share of the job of making 
sales contact. 

But advertising must appear in magazines that 
go beyond the limits of the salesman’s knowl- 
edge. And in FACTORY it does. By concen- 
trating all its efforts on serving this group, FAC- 


TORY reaches Plant Operating Men known to 
salesmen . . . and goes beyond the “sales iron 
curtain” to reach the Plant Operating Men sales- 
men can’t see. 

And that’s another reason why more adver- 
tisers invest more dollars in FACTORY than 
in any other monthly industrial magazine. 


A McGrew-Hill Publication 330 West 42nd Street, New York 36, New York 
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BUSINESS IN MOTION 


American companies that test. Ea 





or 
Executive Offices: 220 Past Avenue, Mow Vert 17,6 ¥. 














Revere Copper . . believable 


scriptural-sounding cargos from. distant 
ports as ouricury and candelilla, we plunk 
down the trademark ‘Epolene.” It sounds 
less expensive, and it is. It looks (left) 
easier to handle and melt down than old- 
fashioned waxes, and it is. It is compatible 
with all of them — animal, vegetable, and 
mineral, except that the all-hydrocarbon, 
non-emulsifying (no hydrophilic carboxyls) 
type designated “Epolene-N”’ is incompat- 
ible with certain components of candelilla 


and ouricury... 


Honest Simplicity . . Now, Kodak 
gets into pretty unusual market and 
product situations, so what you have 
just read may seem interesting to 
you as a copy craftsman, but pretty 





Hodek reports te laboreteries on: 


ws fom gee om Neer Hat mt em his Hee my 


Faw 


Thin bs one of © series of reports on the many products 
winch Compens and 


tte divisions are... serving lnbarateries everywhere 














Eastman Kodak touches of humor 
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impractical as far as your products 
and markets and job are concerned. 
In that case we'd suggest you go 
back and read it again . . and that 
you note thoughtfully how words 
are handled, the honest simplicity, 
the fine touches of good grace and 
humor, the rather remarkable at- 
mosphere of believability. 

These are the lessons to be 
learned. These are the writing vir- 
tues you can get into your copy 
whether it be for nuts and bolts, 
pipe and valves, or what. 

For instance, here’s an excerpt 
from a Revere Copper & Brass page: 


A recent problem presented to us came 
from a maker of fishing reels. He had been 
cutting gears out of free-cutting brass, in 
order to achieve the machining economies 
such material offers. 

This brass is widely and successfully 
used in gears for clocks, meters, and sim- 
ilar instruments. However, experience 
proved that a fishing reel, which is op- 
erated at various speeds and loads, pre 
sents a quite different service. Revere was 
asked to suggest a metal that would be 
more suitable in this application. 

The Technical Advisory Service at once 
reported that either naval brass or alu- 
minum silicon bronze would last longer. 
However, in order to determine the relative 
merits of the two, the Revere Research 
Department was asked to make tests. 
Gears of both metals were installed in 
reels, and a motor-driven machine was 
rigged to provide an accelerated wear test. 
Each gear was run at 430 r.p.m. and at 
100 r.p.m., at zero tension on the line, 
and at 1, 2, 3 and 4 pounds tension. After 
each run the gears were removed, cleaned, 
examined, measured, and photographed. 
The reels were then reassembled, lubri 


cated, and the next run started... 


In truth this all goes back to the 
state of mind of the writer as he sits 
down to write a piece of copy. He 
does not say to himself (as so many 
of us do so often) “How smart, how 
brilliant, how devastating can I be?” 
He does say to himself, “How sim- 
ple can I keep this copy?” 

*Somewhere we've got to stop 
and break down and acknowledge a 
winner. Our trouble is there are so 
many candidates to choose from. 
Here, however, is a particularly good 
one . . from main illustration, head- 
line, spot pictures, right through to 
the last word of the text. And so, an 


OK AS INSERTED to the Armstrong 
Cork Co. (see p. 109) and to copy 
chief ARTHUR KAMMERMAN, Batten, 
Barton, Durstine & Osborn, for this 
spread, “How turning sound into 
heat helps make metal products 
quiet.” Read it: 


Noise can be a real problem when 
metal panels are used in a product. Take 
the sheet metal roof of your car, for in- 
stance. It would produce enough noise to 
make your ears ring . . would, that is, if 
science had not found a way to convert 
noisy vibration into harmless heat. 

This quieting is done most often by 
bonding soft, fibrous materials, such as 
asphalt-saturated felt paper, to the under- 
side of the car roof. 

To understand how these 
work, think first of what happens when you 


materials 


rapidly bend a piece of wire back and 
forth. It gets hot. Some of the energy you 
put into bending it is converted to heat as 
tiny particles in the metal are forced to 
rub against each other. 

The same sort of thing takes place in a 
sheet of saturated felt paper bonded to a 
vibrating metal panel. As the felt flexes 
back and forth in unison with the panel, 
the felt fibers rub against each other. The 
friction developed by these rubbing fibers 
soaks up a large part of the panel's vi- 
brational energy, turning it into heat. Since 
the vibration is deadened or damped, 
much less noise is produced. 

Fortunately, you can suppress a lot of 
noise and make only a little bit of heat. 
It has been estimated, for instance, that 
the heat generated in an hour by the felt 
on a typical, continuously vibrating panei 
would not be enough to raise the temper- 
ature of a teaspoon of water 2 F. Yet the 
amount of sound eliminated in such a case 
could make the difference between an 
automobile ride you would enjoy and one 


you wouldn't 


The lurking danger, to be sure, is 
never to be infatuated with the 
sound of your own words. There are 
many advertising situations that de- 
mand a head-on approach and any 
writer would be silly to treat them 
any differently. 


Start With a Question . . Or, do it 
under an interrogative head (we 
love ’em, too) as Remington Rand 
does here . . “What’s New in Mne- 
monics?” Okay, we'll admit it... 
we're already asking, “What’s Mne- 
monics?” Well, happily, this adver- 
tisement answers both questions. 
First, that word. It means, Rem-Rand 
tells us, and according to Webster, 

Continued on page 105 











AN OTRO 








FREE... For Birds 


Unlike the resourceful oriole, man must buy his building mate- 
rials. In turn, the producers of these materials have the problem 
of selling them —in a vigorously competitive market. 

Business Week has long been considered an especially effec- 
tive selling medium by the industry. This is because Business 
Week reaches a high concentration of management men... 
executives who make or influence buying decisions for their firms. 


Since advertising dollars invested in Business Week produce 


more, it regularly carries more advertising directed to business 


and industry than any other general business or news magazine. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N.Y. 


These Advertisers of Building Materials 
Use Business Week to Reach Their Markets 


Aluminum Co. of America 
Adams & Westlake Co., The 
Allegheny Ludlum Steel Corp. 
Allied Chemical & Dye Corp. 
(Barrett Div.) 
Alsynite Co. of America 
American Radiator & Standard 
Sanitary Corp. 
Armco Steel Corp. 
(Armco Drainage & 
Metal Products, Inc.) 
Armstrong Cork Co. 
Butler Manufacturing Co. 
Carey, Philip Co. 
Chesapeake Industries, Inc. 
Virginia Metal Products) 
Detroit Steel Products Co. 
Dewey & Almy Chemical Co. 
Douglas Aircraft Co., Inc. 
(Aircomb Section) 
Douglas Fir Plywood Ass‘n 
Dow Chemical Co. 
(Styrofoam Insulation) 
Dresser Industries, Inc. 
(Ideco Div.) 
Eagle-Picher Co., The 
Goodyear Tire & Rubber Co. 


(Goodyear Bondolite Irsulation) 


Hardwood Plywood Institute 
Harnischfeger Corp. 
Hauserman, E. F., Co. 
Industrial Sound Control, Inc. 
Inland Steel Products Co. 
Jennison Wright Corp., The 
Johns-Manville Corp. 

Jones & Laughlin Steel Corp. 


Kaiser Alminum & Chemical Co 
Kawneer Co., The 
Keasbey & Mattison Co, 
Koppers Co., Inc. 

American Lumber 

& Treating Co.) 
Libbey-Owens-Ford Glass Co. 
Luminous Ceilings, Inc 
Luria Engineering Corp. 
Marble Institute of America. Inc 
Marquette Cement Manufacturing Co. 
Mills Co., The 
Mississippi Glass Co. 
National Gypsum Co. 
National Homes Corp. 
National Steel Corp 

Great Lakes Steel Corp.) 
New Castle Products 
Pittsburgh Corning Corp. 
Pittsburgh Steel Co. 

Pittsburgh Steel Products Co.) 
Portland Cement Association 
Prefabricated Home Mfrs. Institute 
Republic Steel Corp 

(Truscon Steel Co.) 

Resolite Corp. 
Reynolds Metals Co 

Building Products Div.) 
Robertson, H. H., Co. 

Stefco Manufacturing Co. 
Thomson, H. |., Fiber Glass Co. 
Tremco Manufacturing Co., The 
U. S. Gypsum Co. 

U. S. Plywood Corp. 

Ward Cabin Co. 

Weyerhauser Timber Co. 

Weyerhauser Sales Co 


Source: Publishers Information Bureau Analysis 












Come to You 


Through Directories = ee 
Than Any Other Source : 


When purchases of industrial equipment, 
components, and material were traced, the 
National Industrial Advertisers Association 
found that directories are No. 1 in making Largest circulation in the industrial 
original contact between buyer and seller: field. Covers not only purchasing exec- 








More New Customers 


Source: National Industrial Advertisers 
Association survey showing how the indus- 
trial buyer gets in touch with the supply 
source—based on 1,380 contacts that 
resulted in 512 actual orders. 
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Directories Mfrs. Salesmen’s Calis Purchaser's 
Individual Catalog 
Catalog Collections 
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Advertisements Recommendations Telephone 
(Dealers, etc.) . Directories 
































Hundreds of thousands of orders and inquiries are sent 
out by industrial plants every year as the direct result 
of reference to directories. They’re in constant use in 
every plant. 

Get your share of the great volume of business pro- 
duced by directories by making sure you are properly 
represented. The cost is astonishingly low. You get 
more for your advertising dollar than through any other 
medium—and CONOVER— Mast PurRcHASING DIREc- 
TORY gives you greater coverage of the industrial market 
than you can get through any other buying guide. 







ALL 
OTHERS 





Write for the new thumbnail manual, “How to 
Increase Your Sales Through Industrial Directory 
Advertising.” 


Conover-Mast 
PURCHASING DIRECTORY 


205 EAST 42nd. ST., NEW YORK 17, N. Y. 


BRANCH OFFICES 
CHICAGO + CLEVELAND + DETROIT « LOS ANGELES 



















COpy chasers e e begins on p. 101 


“The art of improving the efficiency 
of the memory.” And as for what’s 
new: 


The news is that the magnetic-core 
memory has emerged from the computer 
laboratory and has been in customer use 
for approximately a year, passing all tests 
with flying colors. This new development 
has been pioneered by Remington Rand 
with the Univac Scientific — the first in- 
stallation of a commercially available 
computer that successfully uses magnetic- 
core storage. 

There’s more meat on the bone 
than this, of course. Skip now with 
us to the key third paragraph: 


Illustrated above is a single plane of 
core storage, each of which hold 4.096 
Planes are 


binary bits of information. 


wafer thin, and a stack capable of "re- 
membering’ 147,456 bits would measure 


only 13 inches in depth.. 


And so on. 

Or you can be as comprehensive as 
General Precision Equipment in this 
color spread “GPE Building 
Blocks . . advanced techniques and 
resources.” This is a particularly 
good example of how to go about 
identifying subsidiary and affiliate 
companies, their products and prod- 
uct applications. It’s done with a 
small chart with various com- 
panies and divisions indicated ver- 
tically, products, applications on the 


horizontal, a simple code of black 
dots to show what each company or 
division does, i.e. manufacturing, 
product development, research, etc. 

Here’s as good a spot as any to re- 
mind you of the dependability of 
certain basic copy techniques 
Anaconda’s bright use of the “Prob- 
lem-Solution” formula, for instance. 
(See p. 101.) In fact, this advertiser 
has even added a third item. . “The 
Future.” Using a classic “picture- 
headline-text” layout, Anaconda 
puts on a better-than-average show. 
Granted it has a better-than-aver- 
age subject .. “The alloy that helped 
make color TV possible” . . it’s still 
neat handling. 


*We like, in fact we here and now 
award an OK AS INSERTED, to NED 
LANDON of the General Electric Re- 
search Laboratory who does muci 
of the research and writing for the 
General Electric series featuring in- 
dividual G-E scientists and their 
work, (See p. 109.) The campaign 
itself is the joint product of GE’s 
Research Laboratory Public Rela- 
tions Services Division and the 
agency, Batten, Barton, Durstine & 
Osborn. 

This page, “Progress toward better 
transistors” tells about Dr. F. Hub- 
bard Horn, and what he has been 
doing about it. Makes good reading: 

















ILDING — 


advanced techniques & resources 


gepied eat CFL om) opp tot, 
wre dering tunity fo CALs “alles,” tie ete, ental. waidly 
we ietevmaeen cose I fe pte eerie cheats te cam. 
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Recent work by Dr. F. Hubbard Horn 
has been likened to 
weighing haystacks to find needles in 
The haystacks are crystals of ex 


the 


“measuring and 
them.” 
tremely pure silicon. The needles are 
impurities and imperfections leit in silicon 
after the crystals have been ‘'zone-melted 
and grown in a process developed by Dr. 
Horn and his associates at the General 
Electric Research Laboratory. 

Dr. Horn has adapted and developed 
a density-measurement method involv- 
ing free suspension of crystals in a liquid 
column of varying density - which is 
sensitive to variations of a millionth of a 


ments, combined with x-ray techniques 
make it possible not only to ascertain the 
presence of impurities, but actually t 


cate WHERE THEY ARE in the crystal 


Properly handled, this kind of ad- 
vertising can be as readable as the 
news and new products columns the 
editors write. And some few people 
we've noticed do this superlatively 
well. 

*One advertiser who has con- 
sistently done a high level job with 
this technique . . which just has to 
come back to him in sales and stat- 
ure . . is Carboloy or, we should 
say, the Carboloy Department of 
General Electric. (See p. 109.) It 
plays the notes just as they're 
written “Carboloy Trends and 
Developments for Design Engineers.” 
Then, three lines of subhead to cue 
the reader what’s coming: 

“How Hevimet dampens gun-sight 
vibration” 


Continued 

















General Precision Equipment . . comprehensive 


Remington Rand what's mnemonics? 
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Industry gets the facts on how and where 
to use engineering materials from 
MATERIALS & METHODS. M&M pub- 
lishes more technical data... instructive 
articles...news...informative advertis- 
ing pages on the selection and application 
of engineering materials, parts and fin- 
ishes than any other magazine. 


The applications of engineering materials 
pictured here are typical of the many re- 
ported in M&M each month. This exclusive 
editorial climate assures materials adver- 
tising its best chance of being read by men 
who select and specify materials in prod- 
uct design — an audience that now totals 
more than 28,000 paid subscribers. 


The Stiletto flies on “‘Egg-Crate’’ wings... 
For maximum strength against stresses in flight, 
each wing of the Douglas X-3 “Stiletto” is ma- 
chined from an aluminum forging to a one-piece 
egg-crate structure (above). The wing’s skin cov- 
ering is aluminum too. More producers of alumi- 
num and other. nonferrous metals advertise in 
M&M than in any other engineering magazine. 








How Industry Gets the Facts 


Ceramic coatings baffle heat and corro- 
sion:..The porcelain enamel finish on 
these baffles helps keep replacement costs 
at a minimum for high temperature petro- 
leum processing equipment. An average of 
eight M&M editorial pages per issue helps 
industry select finishes or coatings that 
make products last longer and look better. 


Need a 435,000-Ib. casting? The U. S. 
Air Force needed four as the base for its 
new 35,000 ton forging press. The quarter 
of the base above, cast from steel, meas- 
ures 25 x 13 x 6 feet. M&M leads all other 
magazines in editorial and advertising 
pages on fabricated materials and parts 
such as castings, forgings, extrusions, ete. 


on Where to Use Engineering Materials... 


Materials 
& Methods 


Materials Selection 
and Application 
in Product Design 


A REINHOLD PUBLICATION 
430 Park Avenue, New York 22, N'Y. 


Photos: 

Douglas Aircraft Corp. (left) 

Barrows Porcelain Enamel Co. (center) 
United Engineering 

and Foundry Co. (right) 








Here's Why 


Miller Freeman 





Publications 
Stack Up 
So Well.... 


Miller Freeman Publications are progressive 





Pacific Laundry & 
Cleaning Journal 


Ca magazines, living and growing with the industries 
< ANN ER -” ~ they serve. They are produced by an alert, versatile 
PACKER me 98 organization that has published superior journals 


Sai since 1902. They do this by: 


®@ Locating each journal's staff in the central areas of their field of 


industry throughout the United States and Canada. 





Editing each journal in the field . . . with staff editors constantly 


contacting a wide range of industry personnel. 


Editorially cultivating and achieving readership in depth 


among buying and specifying personnel. 


Use of a trained field circulation staff, constantly developing 


new readership. 
@ Helping advertisers with a field-trained sales staff. 


If you sell in any of the fields covered by these journals, you can be sure 
of getting your advertising behind the scenes and reaching deep 


and effectively into these markets by using — 


THE LUMBERMAN PACIFIC: FISHER- WESTERN BAKER CLEANING & LAUNDRY 
MAN WESTERN CANNER AGE 


THE LOG & PACKER 
SEA CONSTRUCTION 
WORLD 


Japenese tncr MINING WORLD PACIFIC LAUNDRY 
Fang 63% “ow PACIFIC WORK & CLEANING 
Tar Posnts Made PULP & PAPER BOAT JOURNAL 

By Tune Men pp? 


MILLER FREEMAN PUBLICATIONS 


NEW YORK + CHICAGO 

SAN FRANCISCO «+ SEATTLE 

LOS ANGELES * PORTLAND 
VANCOUVER, B.C. * NEW ORLEANS 
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COpy chasers e « begins on p. 


* 
Star Ads of the Month 


These ads have been honored this month 
by the Copy Chasers, who stamped them, 


“OK as inserted.” 





* How carbides out costs in 
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Hevimet dampens gun-sight vibration 
automated plant 
* Advantages of precast magnet assemblies 
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CAMSOLOT CHEATED METALS FOR INDUSTRIAL PROGRESS 





Progress toward better transistors 


Dr. F. Hubbard Horn seeks more uniform semiconductor 
crystals at the General Electric Research Laboratory 


Phapgress 's Cun Mos? Impontent Prodint 
GENERAL QD ELECTRIC 

















Selective . . GE's Carboloy Department uses 
subheads to select its audience .. p. 105 


News Value .. series featuring individual 


GE scientists competes with news columns 
readability .. p. 105 


in 











How turning 


sound into heat 
helps make metal products quiet 


quantities for a real competitive price. 
Min Comrate SOM 


HGS WRAY OL CAM Dee TYPE Colt watwes : 09 
nh 


PeMPoene Lint Mes, Max. Weight: | ounce 


Armstrong INDUSTRIAL PRODUCTS 
USED WHEREVER PERFORMANCE COONTS 


cork vemepontiione » 5 


| Redioy 
A Remote canteoting reps 





aacty 


we'll wee that you get an 











There & « group around here, mocly with short hair or receding 
hatrhines, who actually took shooting ar read books and toss the shove 
corms aramid believing they know what they mean, Some of these 
experts figured it would be fun vo try 19 makes relay tor around 734, 
maybe i hens fess, which would do a creditable job. (That's it, in the 
inidette 


equipment around here. We koow » tinthe 

dies with automatic feed, hopper fed drilling and 
tapping, aod maybe even something sbout “Automation.” We think 
that we can produce this mew fittle marvel in both large and small 


Comact errongement SPOT 
(2.4 mw be 9900 ahem oot) 
Max. Consett toad: } amp. 


9 te 9000 ob: 
far wat Chon, Siew: Mie x Bay x Pie 
Avroaetic headlight demmers 
yonee 


We're not saying this relay s ready yet becanse we've just now making 
a thousand of them wrth temporary toah. We're not hooting for orders 
wntit we get owr tooling program tmished and until we know more 
pe ss a mae Quer guess 6 along about lace Spring or 


ff you would Whe to be informed about our progress and maybe 
nt, 


ett 2 sample, drop as a line, attention: Production Departeve 


, a 
onwer 
cng — ™ 
= SIGM 
j 
SIGMA INSTRUMENTS, INC. 
4 Pearl Street, So. Braintree, Bastion £5, Moss, 








Unity . . illustration, headline, text combine to make Armstrong Cork ad a winner 


p. 104 


Boost of the Month. . 


Sigma Instru- 


ments withholds nothing of value, includ- 


ing the president's crowfeather collecting 


brother... p. 112 
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you sell the buying team”%... 


kK ADMINISTRATION 


THE SECRETARY-TREASURER OF A SHEET METAL MANU- 
FACTURER: “When I receive The Iron Age I read the 
whole.magazine. The Digest in the front is helpful 
and is an excellent feature. Markets probably has 
the greatest interest to me as it provides a good in- 
dication of the trends. Many of the news items also 
fill me in here. This Week in Washington and the 
West Coast Report are valuable. The sectional 
arrangement is well-done and saves valuable time.” 
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* PRODUCTION 


THE MANUFACTURING MANAGER OF A METALS MANU- 
FACTURING COMPANY: “I like the way the articles 
are written in The Iron Age. The convenient Table“ 
of Contents enables me to find easily what will help 
me the most. I especially like the section on new 
equipment. Articles are well-written and informa-~* 
tive. I always read the editorials, and the Personnel 
section keeps us posted on what others are doing. 
Another good idea is the Free Publications.” 








A CHILTON PUBLICATION 


when you buy &:JronAge 


...across all metalworking... 49% of all industry 


ok ENGINEERING 


THE ENGINEER-IN-CHARGE OF DEVELOPMENT FOR A 
METAL APPLIANCE COMPANY: “Reading The Iron 
" Age has become a habit with me through the years. 
I’m interested in articles that are practical and 
adaptable to my job. New metals, methods and 
” procedures are what I look for first. I’m always 
interested in cutting costs without lowering qual- 
ity. The Newsfront is informative, and a good 
gage of the industry’s economic trends.” 


*K PURCHASING 


THE PURCHASING AGENT OF A MACHINE SCREW 
PRODUCT MANUFACTURER: “I prefer The Iron Age 
because I can get from it all the information on 
prices of different materials. The articles are well- 
illustrated, and considerable engineering informa- 
tion is given, which is very helpful to one in the 
purchasing end of the business. I guess I like every- 
thing about The Iron Age, including its appear- 
ance, covers, colorful advertising and all the rest.”’ 
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“How Carbides cut costs in auto- 
mated plant” 

“Advantages of precast 
assemblies” 


magnet 


Don‘t Dally with Deadheads. . 
Nothing here for the dilly-dallying 
non-buyer, is what this flashes. And 
that’s a big part of the job. . to 
eliminate the deadheads so you can 
have more “tell” and more “sell” 





from a_ selective audience. Here, 
now, a sample of the copy: 

Pottery clay is a most deceptive mate 
ria ks s in feels sof y 
ne Ss n nstituents is hydrate 
aluminun xide which, in its anhyd 
form, is the abrasive used on many grin 
ing wheels 

On the a nated production lines at 
5 F he rbrasive 
ides a s and wor 
dov I s as if they were 
w e inding every 8 
hours. W switched Ca y 
cemented carbide shaping tools, life per 
grind increased to between 3 and 8 weeks. 
Savings were even more impressive. Stee 


tools had to be scrapped every 3 months: 


>| ise 


Carboloy carbide tools are still in us 


So, by all means, we award an OK 
AS INSERTED to that somebody, 
CHARLES ST. THOMAS, advertisng man- 
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COpPpy chasers » e begins on p. 101 





ager of GE’s Carboloy Department; 
L. GRANT HAMILTON, Brooke, Smith, 
French & Dorrance, and BSF&D 
copywriter ALLAN CLAMAGE. 

We must call your attention (in 
case, somehow, you missed them) to 
Roger Price’s “Droodles” for Jones 
& Lamson. Some make more sense 
than others these two we have 
here, for instance “Record bug 
getting in the groove” and “Dumb- 
Dumb Bullet.” 

Also look at General Controls’ 
new institutional series on “The 
Measure of Man.” Perhaps we’re 
hypnotized by the handsome, mod- 
ern layout . . nevertheless it’s genu- 
ine Cadillac approach. 


Boost of the Month 

*These Sigma Instrument ads kill 
us. (See p. 109.) So, while we're 
still able, we'll run out our super- 
deluxe OK AS INSERTED, otherwise 
known as the B-O-T-M, for J. J. 
MORAN, copywriter production man- 
ager, Sigma Instruments, Inc. 

We've got a flock of Sigma copy 
here, and we'd like to reproduce it 
all. But space being what it is 
we'll give you just some of the text 
of one. 


with short hair or receding hairlines, who 
actually took schooling or read books and 


toss the above terms around believing they 
know what they mean. Some of these ex- 
perts figured it would be fun to try to 
make a relay for around 75c, maybe a 
little less, which would do a creditable 
job. (That's it, in the middle.) 

We do have some good equipment 
around here. We know a little about com- 
pound dies with automatic feed, hopper- 
fed. drilling and tapping, and maybe even 
something about “automation” 

We're not saying this relay is ready 
yet because we're just now making a 
thousand of them with temporary tools. 
We're not looking for orders until we get 
our tooling program finished and until we 
know more about when we can deliver. 

If you would like to be informed about 
our progress and maybe get a sample, 
drop us a line, attention: Production De- 
partment, and we'll see that you get an 
answer. 

Since the President, his crowfeather col- 
lecting brother, and the Sales Manager are 
not involved in this venture, we'll elimi- 
nate from the overhead the cost of keeping 
them around here when we figure the 
price. 

Apologies, by the way, to Robert 
Forbes of the Oakite Products ad- 
vertising department, who rated an 
OK AS INSERTED in our June issue for 
his part in creating that fine Oakite 
small space ad. Mr. Forbes was 
erroneously identitied as a member 
of the staff of Marsteller, Rickard, 
Gebhardt and Reed. 


The Copy Chasers 

















Cadillac approach 


General Controls 






LOOK INTO THE 


what’s ahead for oil 


ry Petrochemicals, the fast 
growing offspring of the world’s 
fastest changing industry, will 
make a tremendous new market 
for all process equipment in 
the next ten years. Write for 
free plant directory and market 
information. 





FUTURE-LOOK 


| ee processing is an indus- 
try constantly building a new plant to 
make new products for fast changing 
markets. Obsolescence is more rapid 
thanin any other majorindustry. Today 
it is geared to mass production of high 
octane gasoline for 10:1 ratio automo- 
bile engines. Tomorrow it will be making 
rocket fuel, new jet fuels, and synthetic 
fuels if necessary. The industry moves 
fast, thinks big and spends big. 

If you make process equipment, com- 
ponents for process equipment or mate- 
rials which can be used in petroleum 
processing, you should concentrate 
your sales and advertising effort on 
this industry for the next ten years. It 
will be the biggest market for process- 
ing equipment. To sell your product to 
refineries you need specialized sales at- 
tention—salesmen and engineers who 


INTO PETROLEUM PROCESSING 


—and you? 


really know the complex industry and 
its many problems. To do a real adver- 
tising job you need a specialized publi- 
cation geared to that industry. 
Petroleum Processing is preferred by 
more of the real buying factors in these 
important buying elements of the in- 
dustry: Plant engineering and mainte- 
. Plant process design 
engineers . . . Home office engineers . . . 
Research and development personnel 


nance staffs . 


. Engineering and construction 
firms. 

Petroleum Processing has the balance 
editorially to serve all these elements. 
It has the backing of a great business 
paper publisher to keep it ahead of the 
world’s fastest changing industry. To 
sell more process equipment in the ten 
big years ahead—advertise for those 
sales, NOW, in Petroleum Processing. 


Petroleum 


A McGRAW-HILL 





Processing 


330 WEST 42ND STREET, NEW YORK 36, 


oY 
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@ AG sales contacts 
every month 


exclusively with engineers 





Engineers are educated to specify and buy! 


CLO Pe aA 
ENGINEERING 





114 / industrial Marketing 


who specity 


electrical equipment! 


The world’s greatest minds in electrical research, 
design and production...the leaders in the industry 
...are receptive to your ideas and products in the 
pages of Electrical Engineering. 


Electrical Engineering is a unique medium in the 
electrical field not only because it commands the 
attention of 55,000 engineers regularly every 
month. It is also the only publication that is edited 
for and written by electrical engineers 
... exclusively! “i 


When you use the pages of Electrical Engineering 
to advertise your products, you reach the influen- 
tial designers and specifiers your salesmen rarely 
see. In Electrical Engineering you sell by appoint- 
ment only ...to the world’s largest audience of 
electrical engineers! 


PUBLISHED EXCLUSIVELY 
FOR ELECTRICAL ENGINEERS 


BY THE AMERICAN INSTITUTE 
OF ELECTRICAL ENGINEERS 
SOO FIFTH AVENUE *° NEW YORK 36, N. Y. 
















NIA 


Research institute goes 
to Princeton, N. J.; NIAA 
to Madison Avenue 


® NEW yYorK .. The National Indus- 
trial Advertisers Association’s head- 
quarters offices and the NIAA In- 
dustrial Advertising Research Insti- 
tute both have moved to new quar- 
ters. 

NIAA headquarters moved from 
its former offices on Broadway to 
larger quarters at 271 Madison Ave., 
New York. 

The NIAA Institute, in a cross- 
country move, transferred its offices 
from Cleveland to 15 Chamber St., 
Princeton, N. J. IARI said that, in a 
poll of the institute’s 328 subscrib- 
ers, they had voted 175 to 15 in favor 
of the move to Princeton. The re- 
mainder apparently did not vote. 

The institute circulated a letter to 
subscribers explaining that the 
buildng in which new headquarters 
are located has been remodeled, at 
no cost to the institute, and that 
rent will be lower than in Cleve- 
land. p 

In the letter, the institute also re- 
vealed that Research Project 6, a 
study of the organization, functions 
and operation of the industrial ad-- 
vertising department, is in the final 
field work stage. 


Schratter, Costello, Romig 
elected chapter presidents 
® BALTIMORE Paul Schratter, 
manager of advertising, sales pro- 
motion and marketing personnel 
development of the Locke Dept., 


9 


General Electric Co., has been 
elected president of the the Mary- 
land Industrial Marketers. 
; Before joining 
GE two years 
ago, Mr. Schrat- 
ter was assistant 
advertising man- 
ager of the 
Crown’ Central 
Petroleum Corp. 
He also has been 
a commercial] 
artist, and he served in the army as 
a prisoner of war interrogator. 
Other officers elected were: vice- 
presidents, Daniel J. Loden, Van 
Sant Dugdale Co., C. Richard Mac- 
Lellan, Emery Advertising Corp., 
and Wilfred M. Horn, Horn-Schaefer 
Printing Co.; secretary, Joseph T. 
Hanlon, Crown Cork & Seal Co., and 
treasurer, Lloyd H. Denton, Balti- 
more Convention Bureau. 


Schratter 


Milwaukee 


™ MILWAUKEE. . James M. Costello, 
director of industrial markets for 
Bert S. Gittins Advertising, Milwau- 
kee, has been elected president of 
the Milwaukee Industrial Marketing 
Association. 

Mr. Costello, 
vice-president of 
MIMA last year, 
has been with 
the Gittins 
agency 
1937. 

Other new of- 
ficers are: vice- 
president, Mar- 
tin Kachigan, Ladish Co.; secretary, 


since 


Costello 


A a 


Elmer Whitson, Ampco Metals, and 
treasurer, Ear] Frank H. 
Bercker Studios. 


Holsen, 


Denver 

® DENVER . . Jack Smolenski, west- 
ern advertising manager, Colorado 
Fuel & Iron Corp., has been elected 
president of the Industrial Adver- 
tisers of Colorado. 

Other new officers are: vice- 
presidents, (1st) Charles Ryland, 
Coors Porcelain, (2nd) Rex Cars- 
rud, Impressive Printers; treasurer, 
Bill Steen, Birlauf & Steen Com- 
mercial Photographers, and. secre- 
tary, Bill Evans, William Ainsworth 
& Sons. 


Miami Valley 


® DAYTON, Oo... J. E. Romig, a Top- 
per award winner, has been elected 
president of the Miami Valley In- 
dustrial Marketers. 

Mr. Romig is 
advertising man- 
ager of the 
Standard Regis- 
ter Co. Before 
joining Standard 
Register in 1942, 
he was an ac- 
count executive 
and copywriter 
for J. Horace Lytle Co., Dayton. He 
also has been a newspaper reporter 
and has been advertising manager 
of the Miami Paper Co. (now Ox- 
ford-Miami), West Carrollton, O. 

Mr. Romig won an NIAA Topper 
award in 1953. 

Other new officers of the MVIA 
are: vice-president, Robert Oppen- 
heim, Yeck & Yeck Advertising; 
secretary, Fred Norris, Frigidaire 


Continued on page 118 
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these plumbing and heating 


make daily contact with 





DEMPSTER MILL MFG. CO. 








8 Branches 


Western 


CONSOLIDATED 
SUPPLY CO. 


3 Branches Northwest 

















PERCENTAGE OF WHOLESALERS SELLING 
PRODUCTS IN THE FIELD SERVED BY 


DOMESTIC ENGINEERING 
CATALOG DIRECTORY 





P. E. O’HAIR & CO. 


8 Branches { 
West Coast j 


ae ae 














Piumbing Fixtures . 
Plumbers’ Brass ‘ 
Piumbing Specialties . 


Water Heaters: 

Gas, Automatic 
Electric, Automatic 

- Oil Burning, Automatic 


Water Softeners 
Water Coolers .. 


Pumps and Water Supply Systems .... . 


Range Boilers 
Heating Boilers and Radiators 
Heating Specialties 
Warm Air Furnaces 
Do you stock? Yes 73% No 27% 


Space Heaters 
Prefabricated Ducts and Fittings 
Sheets, Metal 


Automatic Heat and Air Condition:ng 
ipment: 
Automatic Controls 
Conversion Gas Burners 


Stokers—Domestic and Commercial ... 


Air Conditioning Equipment: 
Unit Conditioners—Window 
Unit Conditioners—Floor 
Central Systems (Big Jobs) 


Residential Cooling—with Warm Air . . 
Residential Cooling—with Wet Heat .. 


Refrigerator—Commercial 
Dehumidifiers 

Attic and Industrial Fans 
Kitchen Exhaust Fans 
Registers, Grilles, Diffusers 


Pipe, Valves and Fittings (Steel, Iron, 


Brass, Etc.) 
Insulation, Building 


Tools for Plumbing and Heating Trades . 


Tools for Sheet Metal Trades 
Welding Equipment 
Other Products : 


Refrigerators 

Disposers, Food Waste 
Incinerators 

Cabinets, Kitchen and Sink 
Dish Washers 

Any Other 


Percentage of Wholesalers 
Wholesalers Using DECD 


Selling To Sell 
Products Productst 


90.66% 2573 
90.97% 
89.72% 


70.34% of wholesalers maintain a display showroom. 
tFigures based on analysis of returns from 56.2% of total wholesaler 


distribution of 2838 (1955 edition). 
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TAY-HOLBROOK INC. 


12 Branches 
West Coast 


bh. “ 


MORRISON SUPPLY CO. 


8 Branches 
Southwest 


























The sixteen WHOLESALER CHAINS illus- 
trated on the above map, operating 434 branch 
offices from coast to coast, are typical of the to- 
tal of 2838 wholesalers who service the multi- 
billion dollar plumbing, heating, air conditioning 
and appliance industry. 

Purchasing Agents in these wholesale outlets 
as well as consulting and specifying engineers and 
the larger type of contractor-dealers subscribe 
and use DOMESTIC ENGINEERING CATALOG 
DIRECTORY as their principal source for buying 
and specification information. Their daily refer- 
ence to DOMESTIC ENGINEERING CATALOG 
DIRECTORY assures constant contact to your cat- 
alog because it's ‘always available" and "easy to 
use”. 
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6 Branches 
Mid- & Northwest 





MARSHALL WELLS CO. 


CRANE CO. 
144 Branches 


National 

















AMSTAN SUPPLY DIV. 
AMERICAN RADIATOR & 
STANDARD SANITARY CORP 


75 Branches 


National 

















W. A. CASE & SON 


MFG. CO. 
29 Branches 


Eastern 








GRINNEL CO. 
29 Branches 


National 




















— 








HAJOCA CORP. 
33 Branches 


Eastern Seaboord 


























NOLAND CO. 
28 Branches 


South East 




















HORNE-WILSON, INC. 


8 Branches 


Southern 





N. O. NELSON CO. 
2.0 Branches 


Central 














° 








A. Y. McDONALD 
MFG. CO. 


19 Branches 


U. S. SUPPLY CO. 


4 branches 
Middlewest 


Middlewest 

















DEADLINE DATES 1956 Annual Edition 


Space Reservations October 15 


CIRCULATION— TRADE DISTRIBUTION 
Wholesalers, jobbers, distributors 
of plumbing, heating, air condi- 
tioning and allied products 2838; 
Consulting, specifying and archi- 
tectural engineers 928; large con- 
tractors and dealers 1349; mis- 
cellaneous, including government, 
large industrial plants, manufac- 
turers representatives and agents 
and other selected buyers and 
specifiers 375; staff, miscellaneous 
--6,080 | complimentary and oe 40. 


ee ee ee ee me <come econ 5 


Copy-Publisher set October 15 


Sworn 3-25-55 


Furnished Inserts November 15 


Publishing date January 1956 


Initial Distribution, 1955 


Annual Edition 
Consult your Advertising Agency, or write directly to: 


DOMESTIC ENGINEERING 
CATALOG DIRECTORY 


1801 PRAIRIE AVE. 


Reserved for clients 


IR UNA CSIRO NN AAR a 


Total Distribution 
0 Edition)... 


em ee iam RI A RR Te 


CHICAGO 16, ILL. 
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NIAA TNCWS 


begins on p. 115 


Div., General Motors Corp., and 
treasurer, Judson Chase, Dayton 
Rubber Co. 

The MVIA formerly was an NIAA 
chapter but dropped out of the na- 
tional organization last year. 


Boston 

® poston .. Theodore R. Eilenberg, 
Jr., engineer, adman and agency- 
man, has been elected president of 
the Technical Advertising Associa- 
tion, Boston. 


Mr. Eilenberg, 
media buyer for 
Horton - Noyes 
Co., Providence, 
R. I, is a me- 
chanical engi- 
neer who has 
been a refriger- 
ation equipment 
designer for 
General Electric and advertising 
manager at Fenwal, Inc., Ashland, 
Mass. 

Other new officers elected are: 
vice-president, Jordan D. Wood, 
Jones & Lamson Machine Co.; 
secretary, C. Frederick Sterns, 
Dickie-Raymond, and _ treasurer, 
George F. McRoberts, Whitin Ma- 
chine Works. 






me 


Eilenberg 


Rockford 

® ROCKFORD, ILL. A self-made 
adman has been elected president 
of the Rockford Industrial Market- 
ers. 

He is Kenneth 
R. Larson, who 
joined Ekstrom, 
Carlson & Co., 
Rockford ma- 
chinery . builder, 
as an apprentice 
draftsman in 
1936, two years 
after he was 
graduated from high school. He 
served in the company’s engineer- 
ing department as draftsman, lay- 
out man and machine designer 
until 1947, when he was appointed 
advertising manager, a position he 
still holds. 

Other new officers elected are: 
vice-president, Marshall Dahlgren, 





Larson 
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Talk About Research .. Pane! on research at meeting of Industrial Advertisers 
Assn. of New York included Frederick Borden, eastern editor, IM; N. R. Ladabouche, 


market research director, Steel; F. R. Ryder, associate director, market research, Fuller 


& Smith & Ross, and William Stokes, marketing research consultant. 


Barber-Colman & Co.; secretary, 
Robert A. Heinrich, Greenlee Bros. 
& Co. and treasurer, Kenneth 
Welles, Besley-Welles Corp. 


St. Louis 

® sT. Louis . . Henry McInerney, 
assistant sales promotion manager, 
Century Electric Co., St. Louis, has 
been elected president of the In- 
dustrial Marketing Club of St. Louis. 

Mr. McInerney 
served as vice- 
president last 
year. 

Other new of- 
ficers are: vice- 
president, Wil- 
liam Marsden, 
Vestal Chemical 
Co.; secretary, 
Richard Watkins, Ad Service En- 
graving Co., and treasurer, Karl 
Ewerhardt, Leschen Wire Rope Co. 





McInerney 


Philadelphia 
® PHILADELPHIA . . An agency head 
is the new president of the Eastern 
Industrial Advertisers, Philadelphia. 
He is Walter W. Michener, presi- 
dent of the Michener Co., Philadel- 
phia. 
Other new officers are: vice-pres- 
ident, A. Richard Kilgore, Baldwin- 





Lima-Hamilton Corp.; secretary, 
Richard Gawthrop, Minneapolis- 
Honeywell Regulator Co., and 
treasurer, Frances M. Suarez, Phila- 
delphia Quartz Co. 


Toronto 
™® TORONTO .. Thomas J. Scanlan, 
sales. promotion and_ advertising 


manager, Dow Chemical of Canada 
Ltd., has been elected president of 
the Toronto chapter of the National 
Industrial Advertisers Association. 

Mr. Scanlan, 
who served as 
v ic e-president 
last year, suc- 
ceeds C. E. 
Perry, Canadian 
Acceptance 


Corp. 
Other officers 
Scanlan 
elected were: 


vice-president, A. M. Robertson, 
Heggie Advertising Ltd.; secretary, 
Roy H. Willcox, Eastern Steel Prod- 
ucts Ltd., and treasurer, Tom A. 
Yellowlees, Canadian General Elec- 
tric Co. Ltd. 


Houston 

= HOUSTON Dan Christopher, 

marketing manager for the Gray 

Tool Co., Houston, has been elected 
Continued on page 120 






USE 


CUTAWAYS 


to tell the 
inside story of your product 


Cutaways show engineering features, operation advantages 
and quality construction of many products...better than any 
other method of demonstration. They convince the customer, 
they sell the dealer and distributor and do wonders in sales 
training, too. 


Power driven cutaway of 
International Harvester 


Company UD-9A Diesel 
pa operate power unit. 


Operating cutaway of Cutaway International 
DeSoto Firedome V-Eight -— Harvester refrigerator 
engine on turntable, with i ame 4 shows quality construc- 
dimmer lighting under Nails tion features. 

red plastic “dome” base, 
plus sound. 





Cutaway water heater for 
Hotpoint, Inc. animated 
by neon tubes lighting in 
sequence to show opera- 
tion of calrod heaters and 
internal colored lighting 
projected on translucent 
plastic, indicating trans- 
formation from cold to 
hot water. 











FO lteter, 





We are specialists in making cutaways and animations. We also 
design and produce convention exhibits, museum exhibits, dealer 
displays, showrooms, sales meeting stages and props, and models. 
Write or call for information and prices. 


o 
eneral exhibits and displays, ine. 


2100 N. RACINE AVE. + CHICAGO 14, ILL. + PHONE: EASTGATE 7-0100 
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begins on p. 115 


president of the Houston Industrial 
Advertisers Association. 

Mr. Christo- 
pher came _ to 
Texas eight 
years ago from a 
job as merchan- 
dising manager 
of Ideal Indus- 
tries, Sycamore, 
Ill. He has been 
active in the pe- 
troleum industry for 20 years, start- 
ing out working in the oil fields as 
a mechanical engineer. 

Other new officers are: vice-pres- 
ident, Carroll T. Lancaster, Jr., 
Union Tank & Supply Co.; secre- 
tary, Carl D. Bond, Reed Roller 
Bit Co., and treasurer, Daniel H. 
Reat, Bowen Company of Texas. 





Christopher 


Cincinnati 

® CINCINNATI . . Alexander Stolley, 
vice-president of Farson, Huff & 
Northlich, Cincinnati agency, has 
been elected president of the Cin- 
cinnati Industrial Advertisers. 

Mr. Stolley 
served as vice- 
president of the 
group last year. 

Other new of- 
ficers are: vice- 
presidents, (1st) 
Richard J. Reif, 
R. K. LeBlond 
Machine Tool 
Co., (2nd) Robert H. Anderson, 
American Machinist, and secretary- 
treasurer, Charles S. Marsh, Nielsen 
Lithographing Co. 

The Cincinnati group formerly 
was an NIAA chapter but dropped 
out of the national organization last 
year. 





Stolley 


Portland 
® PORTLAND, ORE. James W. 
Murphy, president of the Carter 


Rice Co. of Oregon, has been elected 
president of the Oregon Industrial 
Advertisers Association. 

Mr. Murphy served as vice-presi- 
dent of the OIAA last year. 

Other new officers are: vice-pres- 
ident, Dar Johnson, Jr., Electric 
Steel Foundry Co.; secretary, Har- 
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old Ellicott, M. & M. Woodworking 
Co., and treasurer, R. K. Foley, Pa- 
cific Power & Light Co. 


Burghalter’s hole-in-one 
climaxes NIAA chapter outings 

® COLUMBUS, Oo. . . Joel Burghalter, 
partner in the Byer & Bowman Ad- 
vertising Agency, Columbus, scored 
a hole-in-one . . his first . . at the 
outing of the Industrial Advertisers 
Association of Columbus. 

He made the once-in-a-lifetime 
shot, playing his five-iron on a 160- 
yard uphill hole at the London 
Country Club. He didn’t see the 
ball go into the hole because it was 
not visible until he and other mem- 
bers of his foursome had reached 
the green. 

The hole-in-one helped give him 
a very respectable score of 83. 

Mr. Burghalter is a follower of 
major golf tournaments and a vet- 
eran Big Ten football official. 


IM’‘s ad production manager, 
George F. Schmidt, dies at 35 

® cuicaco .. George F. Schmidt, 
advertising production manager for 
INDUSTRIAL MARKETING, Advertising 
Age and Advertising Requirements, 
died of a heart attack July 4. He 
was 35. 

Mr. Schmidt joined Advertising 
Publications, which publishes the 
three publications, in 1947. Before 

coe that he had been 
in the advertis- 
ing production 
department of 
Miller Publica- 
tions, Chicago, 
since 1938. Mr. 
Schmidt spent 
nearly four 
years in the 
army during World War II as a 
member of the Canadian-American 
division, an all-volunteer group 
which trained in paratrooper and 
commando tactics. He fought at the 
Anzio beachhead in Italy, up the 
Italian peninsula, in France and 
Germany and the Aleutian Islands. 

He won the Bronze Star medal 
for bravery in action. 


Schmidt 


E. A. Scott, Scott-Choate 
Publications head, dies at 77 
® TARRYTOWN, N. Y. Edwin A. 


Scott, chairman of the board and 








~ 


Hole-In-One .. Jocl Bu 
brandishes club that gave him a hole-in- 


rghalter 


one. Others in foursome are (Il. to r.) Gus 
K. Bowman and Reg Testement, both of 
Byer & Bowman, and George McKay, Rock 


D..3 
Products (story at left). 


publisher of Scott-Choate Publica- 
tions, Tarrytown, died June 26 after 
a long illness. He was 77. 

Scott-Choate publishes Heating, 
Air Conditioning, Sheet Metal Con- 
tractor; The Journal of Plumbing, 
Heating & Air Conditioning; The 
Plumbing, Heating, Air Condition- 
ing Wholesaler, and Air Conditioned 
Age. 

Mr. Scott also was president of 
the Edwin A. Scott Publishing Corp., 
Tarrytown, technical book and man- 
ual publisher in the plumbing, heat- 
ing and air conditioning fields. 


Nationwide group formed 

to give audio-visual service 

® cHICcAGO . . An organization has 
been formed to provide nationwide 
audio-visual rental and film projec- 
tion services to conventions and 
meetings. 

The new organization, headquar- 
tered in Chicago, is called the Na- 
tional Rental & Projection Service. 
It is made up of 40 projection and 
rental companies, each in a different 
city. 

Members of the organization will 
furnish all types of audio-visual 
equipment and personnel for han- 
dling an entire program, and will 
make arrangements for programs in 
other cities. 
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801/Circle on Readers’ Service Card 
A dozen ways to use reprints 
for added promotion 

You can get added value from your 
advertising and publicity through use of 
reprints, according to a booklet offered by 
Rapid Copy Service, Chicago. The down- 
to-earth booklet shows practical ways to 
use reprints of such things as testimonial 
letters, publicity and ads, and it includes a 
checklist for use in preparing copy for off- 
set reprinting. 


802/Circle on Readers’ Service Card 
What's future of electrical 


industry? .. here’s answer 
Electrical World, New York, offers its 


“Electrical Industry Forecast,” covering 
the years up to 1970. The booklet shows, 
through tables, graphs and copy, such 
things as capital expenditures, residential 
growth, sales of electric energy, consumer 
spending and home building. 


803/Circle on Readers’ Service Card 


Four ways to help 
your salsemen sell 
The Burkhardt Co., Detroit, offers a 


folder describing the company’s “Visi- 
Kit,” a new type of sales presentation 
which helps salesmen four ways: (1) helps 
tell a well thought out story without back 
tracking, (2) telis and shows the prospect 
the whole story, (3) keeps sales material 
spotless, and (4) makes for concise pre- 
sentations, saving prospect's time. 


804/Circle on Readers’ Service Card 
Just what is metalworking? 
. .» here’s the answer 

American Machinist, New York, offers 
a 50-page booklet telling what the metal- 
working market is, where it is, who buys 
what products in the industry and how 
to sell those prospects best through ad- 
vertising. 


805/Circle on Readers’ Service Card 
Here’s the U. S. mine market 


mapped out for you 
Mining World, San Francisco, offers an 


up-to-date isometric map of the United 
States, illustrated to show the tonnage and 
value of ore moved in each state. Here is 
a market that will spend nearly $1 billion 
in new plant construction next year, the 
map folder says. 
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2 & Send for these helpful selling tools 


806/Circle on Readers’ Service Card 
How to sell in nation’s 
fastest growing farm region 

The 11 western states comprise “the 
fastest growing agricultural region in the 
nation,” says a booklet offered by Western 
Farm Equipment, San Francisco. The book- 
let shows and tells through pictures and 
text some of the things this market buys, 
and it follows the recommended NIAA out- 
line to show how the publication serves 
the market. 


807/Circle on Readers’ Service Card 
Mining industry is biggest 
single factor in export trade 

The United States buys more than $2 
billion worth of metals and minerals 
abroad yearly, says a folder offered by 
World Mining, San Francisco. And, says 
the folder, U. S. companies export $450,- 
000,000 worth of mining machinery yearly. 
Graphs in the folder show where the 
imports come from and where the exports 


Readers’ Service Dept. 


5508 


808/Circle on Readers’ Service Card 


Here are the building market 
facts. . all of them 
Architectural Forum, New York, offers a 


portfolio made up of 36 tables giving 
valuable information to building materials 
and equipment manufacturers. The port- 
folio includes such data as what people 
make up the building industry, volume of 
new construction, geographical breakdown 
of new construction and construction ex- 
penditures. 


809/Circle on Readers’ Service Card 
Need a product model, dealer 
sign, other promotion devices? 
Marketing Devices, Inc. New York, 
offers a booklet showing six examples 
of product merchandising and sales pro- 
motion using three-dimensional, vacuum- 
formed plastics. The examples include such 
things as giant-size product replicas, deal- 
er signs, wall plaques, point-of-purchase 
displays, window and counter signs and 
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810/Circle on Readers’ Service Card 
Need meeting room equipment? 
. - do it yourself 

If you're a handyman or if your com- 
pany has one such around, you should be 
able to equip economically a room for 
sales meetings, sales training sessions or 
any other type of meetings, using a book- 
let offered by Reynolds Metals Co., Louis- 
ville. The booklet shows, through ex- 
ploded diagrams and step-by-step instruc- 
tions, how to build such things as lecterns, 
flannel boards, carrying cases, easels and 
movie projector stands using do-it-yourself 
aluminum. 


811/Circle on Readers’ Service Card 
Getting four-color promotion 
pieces for two-color prices 

A handsome booklet offered by H. S. 
Crocker Co., San Bruno, Cal., describes a 
new lithographing process, involving a 
“combination press sheet run.” Using the 
process, the company says, an advertiser 
can get four-color direct mail and other 






* Send for these helpful selling tools 


Z. 





™ 


promotion pieces at-prices generally paid 
for two-color work. 


812/Circle on Readers’ Service Card 
How to use movies, slide 
films more effectively 

Anyone who uses movies or slide films 
for sales or other types of presentations 
should be able to make good use of a 
“Show Planners’ Guide” offered by Com- 
mercial Picture Equipment, Chicago. The 
“Guide” consists of a series of tables 
showing such things as the space needed 
between various sized screens and 16 mm., 
35 mm., 2x2" and 3!4x4" projectors, and 
audience capacity according to the num- 
ber of square feet of seating space. 


813/Circle on Readers’ Service Card 


All about the market 
for electronic controls 

More and more companies are using 
electronic controls, testing and measuring 
devices and heating devices in production 
and as part of their finished goods. Elec- 


Will Be Paid 


BUSINESS REPLY CARD — 
First Class Permit No. 95, Sec. 349 P. L. & RB. Chicago, Il. prom nna 
Readers’ Service Dept. pr 
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tronic Equipment, White Plains, New York, 
offers a booklet telling in detail how such 
devices are used, where the markets for 
them are and what type of men exercise 
the most control over their purchase. 


$14/Circle on Readers’ Service Card 


How important is the P.A.? 
. . here's the answer 
Purchasing Magazine, New York, offers 


a survey showing what influence the 
purchasing executive has in naming brands 
of products sold to the original equipment 
market. The survey, done by an independ- 
ent research company, covered 198 com- 
panies in a wide variety of industries. 
Besides using graphs and tables to show 
survey results, the booklet includes ver- 
batim comments on purchasing methods 
from some of the participants. 


815/Circle on Readers’ Service Card 
Atomic industry is growing 
market for steel castings 

Nucleonics, New York, offers a study 
showing that the 33 nuclear reactors 
in this country have used about $20,000,000 
worth of steel castings. This $20,000,000 
market could double within a year, the 
study says. The study includes specifica- 
tions of some of the castings used in 
various reactors and in isotope applica- 
tions of nuclear energy. 


816/Circle on Readers’ Service Card 
Highway, heavy construction 
comprise $7.6 billion market 

Roads & Streets, Chicago, offers a market 
and media folder, saying that highway 
construction and related heavy construction 
make up a $7.6 billion annual market. . 
and this may double within the next five 
years, at least so far as highway con- 
struction is concerned. The folder includes 
a list of products bought by the market 
and information on the principle buying in- 
fluences in the market. 


817/Circle on Readers’ Service Card 
How to make your letterhead 
a real selling asset 

A “Letterhead Design Manual” offered 
by Parsons Paper Co., Holyoke, Mass., 
tells exactly what a good business letter- 
head should do for a company, and it also 
tells how to go about designing such an 
effective letterhead. The manual is written 
by Lester Beall, well-known graphic arts 
designer. The manual includes examples 
of 10 effective letterheads. 








Advertiser changes. . 


begins on p. 56 


Conway Pearson 


Michael E. Conway .. former advertising 
manager, Pacific Car, Seattle, has been 
appointed advertising manager, Enterprise 
Engine & Machinery Co., San Francisco, 
a subsidiary of General Metals Corp. Also, 
Robert M. Pearson, former manager of 
sales, National Supply Co., was named 
field sales manager for Enterprise. ti] 


Agency changes. . 


The McCarty Co. of Texas . . Dallas, has 
the following new accounts: Security En- 
gineering Div., Dallas, producer of oil tools 
and one of the Dresser industries, and 
Dallas Railway & Terminal Co. 


Fred Wittner Advertising .. New York, has 
been appointed to handle advertising for 
C.G.S. Laboratories, Stamford, Conn. com- 
mercial communications equipment maker. 


Waldie & Briggs . . Chicago, will handle 
advertising for Cummins business ma- 
chines division, Cummins-Chicago Corp. 


Fuller & Smith & Ross . . New York, has 
been named advertising agency for Reed- 
Prentice Corp., Worcester, Mass. machine 
tool manufacturer. 


Griswold-Eshleman Co. . . Cleveland, has 
been named to handle advertising and 
public relations for Jeffrey Mfg. Co., 
Columbus, O. materials handling equip- 
ment producer. 


Robert Otto & Co. . . New York, will 
handle two new accounts in Argentina 
from their Buenos Aires office . . Rem- 
ington Rand and Geigy of Switzerland, 
producer of drug and chemical products. 


G. P. Sutherland .. former assistant ac 
count executive in the Pittsburgh office of 
Marsteller, Rickard, Gebhardt & Reed, has 
been promoted to account executive, and 
R. Van Winkle Todd, formerly with Suther- 
land-Abbott, has joined MRG&R’s New York 
office as assistant account executive. 
Continued on page 122 





The BRAS Ei 2 LL 2 


gives penetrated coverage in ALL branches of 
Engineering and Operation 
.—" the Iron and Steel Industry! 


The Iron and Steel Engineer provides 
best coverage of the steel industry for 
your advertising dollar, whether your 
products are used in coke plants, blast 
furnace plants, steel works, rolling 
mills, fabricated metal or machinery 
shops. Circulation penetrates executive, 
general management, plant operation, 
maintenance engineering and other im- 
portant supervisory personnel. Investi- 
gate the sales building possibilities of 
your advertising in the steel industry’s 
leading journal! 

Write for N.1.A.A. Sales Presenta- 
tion Outline! 


IRON and STEEL ENGINEER 


1010 — Bldg., Pittsburgh 22, Pa. 
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‘‘Capitalist propaganda, this TIME study! 
Over here we are all executives!” 


For the facts about America’s 22 million 
executives, write T. E. Ryan, Research Di- 


rector, TIME, The Weekly Newsmagazine. 
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Agency changes .. 


begins on p. 121 





Carpenter 


Chester A. Jaqua .. has been named 
chairman of the board, Jaqua Co., Grand 
Rapids, Mich. Robert E. Jaqua, former 
executive vice-president, will succeed his 


father.as president. 


Gilbert S. Carpenter .. former vice-presi- 
dent, Franklin Fader Co., Newark, N. J., 
has been appointed president to succeed 
Franklin Fader who has resigned to de- 
vote his time to directing activities of 
Circle Research Laboratories, Bloomfield, 


N,J. 


Michael Fain Advertising . . New York, 
has been named to handle advertising for 
Sherolite Chemical Corp., New York man- 


ufacturer of metal finishes. 











Paul Lady .. former general manager, 
Jenkins Publications, Los Angeles, has 
formed his own industrial agency, Paul 
Lady Advertising, in Los Angeles. 


Richardson, Thomas & Bushman. . Phila- 
delphia, has been appointed advertising 


agency for Hunter Spring C Lansdale, 
Pa. precision spring maker. 
_Tom Talley Advertising, Inc. . . Cincinnati, 


is the name of a new advertising agency 
which will service both industrial and 
consumer accounts. Thomas M. Talley is 
president of the new company. 


Burton Browne Advertising .. Chicago 
has been appointed to handle advertising 
and public relations for Perfection Mica 
Co., Chicago producer of magnetic shield- 
ing materials. 

Jackson, Haerr, Peterson & Hall . . Peoria 
Ill., has been named to handle advertising 
for Keystone Trailer & Equipment Co., Kan- 
sas City, Mo., through their Jefferson City 
Mo. office. 


Meldrum & Fewsmith .. 
the following new staff members: Stephen 
J. Roth, formerly with Fuller & Smith & 
Ross, has joined the production depart- 


Cleveland, has 


ment, and Alex Thompson, former account 








representative, advertising department, 
Westinghouse Electric Corp., has joined 


the creative staff. 


Ridgway Advertising Co. . . St. Louis, has 
been appointed agency for American Zinc 
Sales Co., St. Louis, which is the selling 
organization for American Zinc, Lead & 
Smelting Co., miners and manufacturers of 
zinc. 

George B. Park . . manager of advertising 
sales and promotion services, General 
Electric Co., will join McCann-Erickson, 
New York, as vice-president and senior 


marketing executive on Sept. Ist. 


Arnold Wehmann . 
Mohr Associates, New York, has been 


account executive, 


elected a vice-president. 


Fuller & Smith & Ross . 
been named to handle advertising for 


- Cleveland, has 


Cottrell Co., Westerly, R. I. manufacturer 
of printing presses, and a wholly-owned 
subsidiary of Harris-Seybold Co., Cleve- 
land. 


Robotham & Peck . . Hartford, Conn., will 
handle advertising for electronic products 
of the commercial division of Reeves In- 
strument Corp., New York, a subsidiary of 
Dynamics Corp. of America. 





They buy the same things 
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and read the same magazine... 









Wilson, Haight, Welch & Grover . . Hart- 
ford, Conn., has been appointed to handle 
advertising and public relations for Flex- 
ible Tubing Corp., Guilford, Conn. 


Slayton-Racine, Inc. . . Toleco, O., is the 
name of a new agency formed by W. Lee 
Slayton, Jr.. who formerly owned a pro- 
duce growing and marketing organization, 
and John L. Racine, former director and 
member of the plans board, Beeson-Reich- 
ert, Toledo. 


Tri-State Advertising Co. .. Warsaw, Ind. 
has the following new accounts: Builders 
Tool & Equipment Co., Warsaw lift and 
jack manufacturer; Martin Equipment Co., 
Wabash, Ind. producer of foundry control 
systems, and Linver Stone Co., East Pales- 
tine, O., manufacturer of stone masonry 


building units. 


Hugh H. Graham & Associates . . New 
Britain, Conn., has been appointed ad- 
vertising and sales promotion counselor 
for American Cam Co., Bloomfield, Conn. 
manufacturer of cams and tooling for the 


screw machine industry. 


W. L. “Towne formerly with W. L. 
Towne Advertising, New York, has moved 


to Stamford, Conn., where he will act 


as an advertising counselor. 


Lester L. Jacobs. Inc. . . Chicago, has been 
appointed agency for Van Straaten Chem- 
ical Co., Chicago. 


P. L. Pellerin . . 
& Jacobs, 


industrial account execu 
tive, Bozell has been named 


vice-president of the Houston office. 


Hutchins Advertising Co. . . Rochester, N. 
Y., will handle advertising and sales pro- 
motion for Rochester Germicide Co. 


Lowe Runkle Co. .. Oklahoma City, has 
been named agency for George B. Failing 
Co., Enid, Okla. portable drilling rig man- 
ufacturer. 


Henry Lazar . . former account executive, 
Fred Wittner Advertising, has joined Pace 
Advertising Agency, New York, where he 


is director of their industrial division. 


G. M. Basford Co. . 
appointed to handle advertising for Per- 
Also, 
Donald Sweet, formerly with the advertis- 


- New York, has been 


kin-Elmer Corp., Norwalk, Conn. 


ing and sales promotion department, Amer- 


ican Machine & Foundry Co., has joined 
the agency as an account executive 
Arthur Diener, formerly with C. L. } 

has joined as a technical writer. 


Clark Grove 
Dr. Lincoln Clark . . professo 
Graduate School of Business 
York 
named to the staff of consultants for Mars- 
Rickard, Gebhardt & Reed, 

York, effective Sept. 1. 


f marketing, 
Administra- 
tion, New University, has, been 
teller, 
He is also edit 


in-chief of the Journal of Marketing. 


Robert E. Grove . . 
president, Ketchum MacLeod & Grove, Pitts- 


former executive vice- 


burgh, has been elected to the newly-cre- 
ated position of chairman of the board; 
and Edward T. Parrack and W. Stanley 
Redpath have been elected to the newly- 
created position of executive vice-presi- 
dents of the agency. 


Continued on page 127 





They could clog the streets of every town . . . Blotz, 
Plotz, Glotz! Bakers alone couldn’t do it—nor packers, 
nor brewers. But add together all the manufacturers 
of what you eat and drink. They sure drive the same 
things! . . . 62% of all the trucks in manufacturing. 

Try this on your own product. Do canners buy it, for 
instance? And milk plants and millers, maybe? Now 
add them. They buy the same things—and together they 
buy big. 

This is especially meaningful as an advertising con- 


cept. For they read the same magazine. Producers of 
the great bulk of factory-made food and drink read 
Food Engineering. It is the most subscribed-to food- 
plant magazine... it wins every industry-wide reader- 
ship poll. 

Ask us to specify your market in dollars and cents. 
You may find that what seem to be unrelated minor 
markets are actually a single, sales-important objective 
for the kind of advertising you direct to other big 


os 


ENGINEERING 
McGraw-Hill a 


industries! 


August 1985 / 123 


Re 





Editor, Coal Age one : 
President NCBPE 


0 s B. Haire 

_. President, Haire 
| Publishing Co. 

8. H. Rourke 
Executive Vice President, 
“ei The Oil and Gas Journal 

Robert F. Marshall 
_ ' General Manager, 

_ Architectural Record 


‘K.. Kemper, III ° 

— Vice President, The 

Billboard Publishing Co. — 

‘Donald McAllister ‘ 

Vice President and 

|. General Manager, Geyer- 
MeAllister Publications — 


mo 


Business Outlook Today's Economy * Costs Editorial 


..a high standard of 


How to make what’s good even better .. . that was the purpose of 
the hard-hitting shop-talk at ABP’s Spring Conference. 


The fact is, businesspapers have to be plenty good to earn the 
$405 million advertisers invested in them last year . .. more than 
in all the weeklies, or in all the women’s general and farm mag- 
azines put together. They’ve got to ring up sales—in volume! 


Sales are exactly what businesspapers are muscled for. (All 
good selling is specialized . . . and nothing specializes like the 
business press.) They pick out specific prospects for specific 
products ... prime them with nuts-and-bolts information .. . 
send them to the advertising pages to find whose “‘nuts and 
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Circulation Production Sales 


‘dissatisfaction! 


bolts” to do it with! This is a job no other media can do so well 
—or at anything like so small a cost. 


The businesspapers that actually earn their revenue twice- 
over are ABP members... with paid, ABC-audited circulations. 
They have to be worth readers’ dollars before they can be worth 
ad dollars. One way they do this double-barreled job is by set- 
ting a high standard of dissatisfaction. It continually spurs 
them to build better papers for their readers. And when readers 
get more . . . so do advertisers. 


THE ASSOCIATED BUSINESS PUBLICATIONS 
Founded 1906 « 205 East 42nd Street, New York 17, N. Y. 


Merchandising Management 


SEND FOR THESE BOOKLETS: 


Leading businesspaper advertisers of 1954... 
ABP’s fourth annual report, covering expenditures of 
1,400 leading businesspaper advertisers, gives you a 
yardstick to measure your own ad-efforts. $3.00 per copy 


New opportunities for multiplying progress... 
an address by Ralph J. Cordiner, President, General 
Electric Company, at ABP’s Annual Eastern Con- 
ference. A challenging look ahead, with suggestions for 
areas of action by men-in-business. 

Man-in-the-middle... eight folders on eight copy 
themes . . . spelling out advertising jobs you can do to 


sell to-and-through dealers in the merchandising press. 


... better businesspaper advertising 
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What About “Operation Snowflake"? 

® United States Steel Corporation is now engaged 
in a giant promotion called “Operation Snow- 
flake,” which has as its simple objective creating 
a greater demand for major home appliances to 
be used as Christmas gifts at the next holiday 
season. Since these products are largely “white 
goods,” the snowflake analogy is close enough 
for the purposes of the promotion. 

Industrial advertisers, especially producers of 
primary materials which are ultimately converted 
into consumer goods by fabricators, are finding 
a great deal of significance in the U. S. Steel oper- 
ation. While it cannot be described as entirely 
new or novel, it is unique in size and scope, and 
its effects will be studied carefully not only by the 
company and its competitors, but by many other 
producers of primary industrial materials and 
other basic products. 

The idea, of course, is simplicity itself: reach- 
ing over the heads of the immediate industrial 
buyer to the latter’s markets, creating a demand 
for his finished products, and thus insuring a 
larger sale of the advertiser’s goods to the fabri- 
cator. Thus the industrial advertiser, especially 
if large enough to provide a promotional program 
which will create active and effective demand at 
the retail level, becomes a promoter of consumer 
goods in order to make a bigger market for his 
own products. 

We have an idea that International Nickel was 
one of the earliest pioneers in this field. For a 
good many years its promotion of Monel metal in 
behalf of its customers was directed to specific in- 
dustrial and institutional fields, and created a 
great deal of interest and active cooperation on 
the part of the fabricators using Monel products. 

The large producers of textile fibers, especially 
synthetics, have been active in helping the fabric 
manufacturers and their customers, the garment 
houses, to build consumer markets by advertising 
the merits of the finished products in terms of the 
value of the basic materials of which they are 
composed. Thus the whole idea of building an in- 
dustrial market by creating demand for finished 
consumer products cannot be called entirely new. 

What impresses us about “Operation Snow- 
flake,” however, is that it will probably help 
other steel companies almost as much as U. S. 
Steel, because it will create increased sales of ap- 
pliances made of sheet steel from all sources. The 
great merchandising skill which U. S. Steel is dis- 
playing in the promotion, however, will assure 
the lion’s share of the benefit accruing to the 


speaking 





. 


company which is spending its dollars to help its 
customers. Here again it’s the technique of or- 
ganization and follow-through which justifies an 
effort of this size, importance and complexity. 


More for Industrial Marketing Research 

® While. manufacturers selling to industry are 
spending far more for industrial research, in the 
development and improvement of their products, 
than they have ever devoted to market research, 
it is nevertheless true that more money is being 
spent every year for this purpose. 

The expenditures are being made by manufac- 
turers, publishers, advertising agencies and others, 
who want to know more about the changes going 
on in markets; new technical developments which 
affect the demand for old and new products; ex- 
pansion of production, which determines the size 
of effective demand; the distribution of buying in- 
fluence among management, production and engi- 
neering executives; changes in distribution meth- 
ods which affect selling costs or provide addi- 
tional volume; approved pricing systems, and a 
host of other considerations which affect the day- 
to-day purchasing policies and methods of im- 
portant buyers in the industrial field, and hence 
have great impact on marketing procedures. 

With the publication of the 1956 edition of the 
Annual Market Data & Directory Number of 1n- 
DUSTRIAL MARKETING, which has provided this 
basic reference service since 1921, we have been 
reviewing this situation in the light of the avail- 
ability of market information and the need for 
a broader statistical base for research in this field. 

It seems to us that since the great need of the 
individual marketer is for specific information 
affecting the sale of his own products, the func- 
tion of the U. S. in providing the basic data be- 
comes of prime importance. Yet Congress is fail- 
ing to authorize sufficient funds to enable the 
Bureau of the Census to do the best possible 
job in this field. We have had no published Cen- 
sus of Manufactures, for example, since 1947, 
and have had to utilize other data, such as social 
security and labor statistics, as a substitute. 

The NIAA and other organizations concerned 
with industrial marketing studies should make 
this subject the first order of business. We need 
to develop policies which will require the federal 
government to assume its traditional role of pro- 
viding the industry bench-marks, without which 
the burden of establishing and maintaining in- 
dustrial market data must fall much too heavily 
on individual companies. 









Agency changes. . 
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Waldie & Briggs . . Chicago, has the fol- Excellent f 
lowing new accounts: Wabash Fibre Box z ; xcenent TOF pipes, 
Co., Terre. Haute, Ind. manufacturer of te ‘ i but no longer the best way 


corrugated paper containers; Samuel Ol- } A to recognize a plumber. 
son Mfg. Co., Chicago manufacturer of i ‘ y- 
vertical conveying equipment, and Allen | a vn 4 Today's merchandising plumber 
Electric & Equipment Co., Kalamazoo, tL TE he sells heating, air conditioning and 
Mich. electric automotive testing and serv- : z , appliances, and when he goes 
ice equipment maker. Also, the following eae , : 

unrecognized, sales go unmade. 


personnel have joined the creative staff of 


the agency: Robert Lack, former artist with ‘ PRDRD H } if you'd like to learn more about 
Warren Wetherell & Associates; William ie: : / plumbing retailers, wholesalers 


Latshaw, former artist with Celotex Corp.; bi t d 
Carl Reed, former advertising assistant, ig contractors an how to make 


Mall Tool Co., and Harold Strofel, former = & SS them recognize you—Call on PHB 
assistant advertising manager, Wheel : ‘ ; —the magazine that offers more 


Goods Div., American Machine & Foundry ; 
ae of the answers because it covers 
the business best. 


“A profit-packed 
circulation 
that's countable" 


PLUMBING & HEATING BUSINESS 


Stratford Swanson 130 EAST 59th STREET + PLAZA 3-9177 + NEW YORK 22, N.Y. 








Thomas A. Stratford .. former manager 
of advertising and public relations, Amer- 
ican Welding & Mfg. Co., has been ap- 
pointed to manage the new branch office 
in Warren, O., of Bayless-Kerr Co., Cleve- 
land. 


Earl H. Swanson .. formerly with O. R. 
French, St. Louis, has been appointed di- 
rector of marketing, Paulson-Gerlach & ’ ~ Are you getting your share 
Associates, Milwaukee. a . — of the billion-dollar 


Media changes. . ~ Latin America? LATIN AMERICAN 
J. H. Thomson . . former director of sales (\ : ? 7 
for the Cleveland and New York areas in he . ie . 


the New York office of Electric Light & 
Power and Electrical Dealer, Chicago, has 
been appointed vice-president and pub- 
lishing director for Electric Light & Power. 
He succeeds C. W. Lelhy. wae nes 5e- This is a ‘‘once-in-a-lifetime’’ opportunity to swing 
signed to become a publishing consult- ' . i new business to your company by cashing in on the 
ant. Also, Bruce H. Dutton, assistant to the sans , y 4 biggest building boom of a generation South of the 
president, has been transferred from the 4 Border! The publishers of Visién Magazine — ac- 
knowledged experts in the Latin American Survey field 
will have sales duties on both publications. PERSPE i Biba cove ee eee 


— for your free copy send request on your letterhead. 


Industrial Maintenance & Plant Operation : 
. . new rates, effective June Ist: Pre 2 Fs VISION, Inc. 
Times Page 4/9page 1/9 page Bo 60 West 55th Street 
l $1,360 $680 $175 New York 19, N. Y. 
6 1,330 660 170 
12 1,280 640 165 
Continued on page 129 








Chicago to the New York office where he 
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WHERE AN ENTIRE PLANT 
DEPENDS ON THESE FANS 


Which ad 
attracted 


BE SURE THEY'RE 


THE DRAFT FANS 


more readers ? ath eer 


The craft fan literally suppties the “breath of 


‘ot Bulletin 375¢ and se why “Bulfalo’ 
is your sufest choice far che vital deate job. 


~ the busit.om Quality 
which provides tremble-free satistuctson and bong life. 


BUFFALO FORGE COMPANY 
480A BROADWAY BUFFALO, N.Y. 
PUBLISHERS OF "FAN ENGINEERING” HANDBOOK 
Blower & Farge Cn. Lab, Kitcheser. Ont 

ig alt Principat Cisies 
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Cluttered vs. Uncluttered 

® THESE Two draft fan ads ap- 
peared in the same issue of Power. 
Buffalo Forge Co., Buffalo, N. Y., 
used reverse headline, a drawing 
illustration with second color, an 
arrow, and a small photograph of 
the fan. Clarage Fan Co., Kalama- 
zoo, Mich., ad used a complete black 
on grey and white headline, plus a 
large illustration of the fan. Which 
ad attracted more readers. See page 
136. 


tebnage bf duced wn forced 
YOU CAN RELY OF troft teams c on V forced 
LARACE Jie iter 
CAAR AGE FAN COMPANY, Ketamases, Michigan 


ARUARY 19S: 
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Media changes. . 


begins on p. 127 


Bes 3 


Raki Wagner 


Tom Raki .. art director of Advertising 
Publications, Inc. (Industrial Marketing, 
Advertising Age and Advertising Require- 
ments) for the past 13 years, has left for 
California where he plans to go into busi- 
ness, His successor is Edward Wagner, a 
member of the API art staff. 


Pit & Quarry Publications . . Chicago, has 
announced the following appointments: 
Ray L. Smith, Jr., former vice-president, 
was elected senior vice-president, and the 
following men were elected vice-presi- 
dents: Charles H. Bussman, central sales 
manager, Cleveland; Frank Cornyn, mid- 
west sales manager, Chicago, and John R. 
Duble, eastern sales manager, New York. 


Kiefer McGinnis 


David C. Kiefer . . has been named mar 
keting director, Penton Publishing Co., 
Cleveland. He was formerly central west- 
ern manager for Steel, a Penton publica- 


tion. 


Arthur J. McGinnis . . 
ident and treasurer, Simmons-Boardman 


executive vice-pres- 


Publishing Corp., has been appointed pub- 
lisher of American Builder, a S-B publica- 


tion. 


Charles H. Oestmann . . former sales man- 
ager, Food Processing, Putman Publishing 
Co., Chicago, has been named vice-presi- 
dent of Putman. Also, Ernest S. Holzworth, 
former district sales manager, Rumpf Pub- 
lishing Co., has joined the Cleveland sales 
staff of Chemical Processing, another Put- 


man publication. 


Richard C. Burns . . former Cleveland dis- 
trict manager, Mill & Factory, New York, 
has been appointed sales manager. 


Continued on page 130 











$35 Billion —5 year plan 


for your advertising— 


based on FACTS % 


Gear your advertising pro- 
gram to capitalize on this ex- 
panded and accelerated $7 bil- 
lion-a-year construction mar- 
ket. 

This $35 billion-5 year pre- 
diction is based on facts — de- 
tailed by types of construction 
in this important market . . . 
Illinois, Indiana, Ohio, North- 
ern Kentucky and the St. 
Louis trading area. 

Write PO Box 1074 Indian- 


OVER 8800 CIRCULATION 


ConstRUCTION [)IGEST 


Over 8800 Readers 


apolis for your copy of the re- 
port covering this important 
tri-state market containing 
15% of the nation’s popula- 
tion and 20% of the nation’s 
new construction. 

Cover this Multi-Billion 
Dollar Market completely 
through the advertising pages 
of 


Indianapolis 6 














CLIPPING IS OUR BUSINESS! 


@ Bacon’s Clipping Bureau regularly reads and 
clips 3,058 business, farm and consumer publi- 
cations. Advertising managers, agencies, pub- 
licity and public relations men, researchers and 
many others from a list of over 1,000 clients, 
regularly use Bacon’s service to keep up on 
what goes on. Any subject you want, company 
mention, competitive ads, competitive publicitv 
and research material. It’s our business to pro- 
vide complete up-to-the-minute information 
about your business. Write for free booklet 
No. 55, “Magazine Clippings Aid Business.” 


BACON'S 1955 PUBLICITY CHECKER 
Everyone who sends out publicity should 
have one. Lists our 3,058 publications, 
each coded to show publicity used. 
Spiral bound, fabricoid, 256 pages, 
ik x 9%", $15.00. Sent on approval. 


BACON’S CLIPPING BUREAU 
343 S$. Dearborn Street * Chicago 4, Illinois 
J Established 1932 


gives wdvisnhians 
BEST COVERAGE 
of these top 


_ wer? : 
INDUSTRIAL 


— 3 5 ee 
_|STEEL PLANTS 


HEATING 


Are you watching 


Competitive Advertising For this 


an /nformation? 


COMPANY No. 
COMPANY Wo. 
COMPANY No. 
COMPANY No. 
No. 
Ne. 
No. 
No. 
No. 


PUBLICATIONS 


SsSeenw~eveuwn 


SPECIAL ISSUES 


Study and Compare 


with Ad-Report's comprehensive monthly surveys 
covering trade, technical, business publication 
fields. List companies for rates and information. 


Advertisers’ Research Service 
ROUTE NO. 2 CHESTERTON, IND. 


industrial markets 
DRYING « pay 





Wil 


1400 UNION TRUST BLDG. 
PITTSBURGH 19, PA. 
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THE fis 


PRESS 


delivers CONCENTRATED COVERAGE 
of KEY PURCHASING PERSONNEL 


When you buy THE MODERN INDUS- 
TRIAL *“‘PRESS’’, your sales message 
is directed to key officials who have 
the power to effect purchases of 
presses and allied equipment. 


EDITORIAL 


The MODERN INDUSTRIAL *PRESS*’’ 
has endeavored to report completel 
and vividly on the vast techualibatets 
advances in the press and allied 
equipment industries . . . along with 
current news of manufacturers and 
personnel. 


MARKET 


THE MODERN INDUSTRIAL ‘PRESS’ 
is the only publication that draws a 
straight line through a scattered mar- 





ket, thus giving 100% coverage to 
po MANUFAC RERS and USERS 
of 

Forming e Stamping 
Deep Drawing e Pressing 
Forging . Fabricating 
Welding * Assembling 


and Allied Equipment 


THE MODERN 
INDUSTRIAL PRESS 


published by Andresen Inc. 
P.O. Box 687, Pittsburgh 30, Pa. 











Here Are A Few Reasons 


WHY 
CNM ...... 


TOP READERSHIP 


...In The Lower 
MISSISSIPPI VALLEY 


For the twelve month period ending June, 
1955, Construction News Monthly published 
@ total of 1,511 pictures, which included 
592 on-the-job action pictures and 1,915 
pictures of identified personalities. 


For the twelve month period ending June, 
1955, Construction News Monthly published 
7,320 column inches of news and features. 


For the twelve month period ending June, 
1955, Construction News Monthly and Con- 
struction News (weekly) published a total 
of 18,305 column inches of bid news. 


For additional information phone, 
wire or write 


CONSTRUCTION 
NEWS MONTHLY 


LITTLE ROCK, ARKANSAS 
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Media changes. . 
begins on p. 127 


Earl H. Thomas .. 
Steel, has been named district manager in 
Ohio for Foundry, Cleveland. 


former saiesman ior 


Industrial Packaging . . Chicago, has made 


the following appointments: William F. 
Rose has been named Eastern repre 
sentative in the New York office, and 


F. C. Goodrich, formerly with Leo Burnett, 
has 
in the Chicago office. 


been named midwest representative 





Bassinette Adams 


Robert L. Bassinette . . has joined the sales 
staff of Progressive Architecture, 


as New England district manager. 


New York, 


George L. Adams . . has been appointed 


to the newly created position of sales 
manager, Institutions, Chicago. He was 
formerly on the sales staff of the publica- 
tion. 

Fritz Lee . . has been appointed district 
manager in the Chicagc ffice of Ana 


lytical Chemistry, New York, in addition t 


for Agri 


his duties as district manager 


cultural & Food Chemistry. 





Hildreth 


Case 


has 


an- 


Chilton Co. . Philadelphia, 


nounced the following changes: Russell W. 
Case, Jr., former eastern manager of Motor 
Age and Commercial Car Journal has been 
appointed publisher of the two publica 
tions, and Jack C. Hildreth, formerly re 
gional manager for Automotive Industries 
and Commercial Car in Cleve 
land, has been named publisher of Autc 
motive Industries, and will be located in 
Philadelphia. 


Journal 


Tom Clifford . . has joined Diesel Publi 
cations, New York, as midwestern district 
manager in Chicago. 


Continued on page 136 

















THIS IS THE 
LOCAL NEWS 
PACIFIC NORTHWEST 
BUSINESS MEN 


WANT 





All types of business 
transactions 

Bids pending, Bids let, Call 
for Bids 

Timber sales and facts 
Transportation news 
Financial news 

Contracts 

Permits 


R445. SS 


THIS IS THE 
BUSINESS PAPER 
THAT PUBLISHES 

THE VITAL NEWS 
FOR THEM 


Daily Mes3s gol of Mn mmerce 
711 Southwest 14th Ave. 


Portland 7, Oregon 


Working Tool of 
Pacific Northwest Business 














Have you seen the 


NEW 


PIT and QUARRY 
> 


New Cover 
New Format 


New Features 


If you haven't .... write for copy 


of current issue 


PIT and 
QUARRY 


431 S. Dearborn St., Chicago 5 
ABC * BPA * NBP 


















industrial 


August 


24-26... Western Electronic Show & 
Convention, Civic Auditori- 
um, San Francisco. 


September 


3- §.. National Aircraft Show, In- 
ternational Airport, Philadel- 
phia. 

-»-Production Engineering 
Show, Navy Pier, Chicago. 
(closed Sun.) 

«»-National Machine Tool 
Builders Assn., International 
Amphitheater, Chicago. 
(closed Sun.) 

-» Metalworking Machinery & 
Equipment Exposition, Colli- 
seum, Chicago. 

-»>New York Premium Show, 
Hotel Astor, New York. 


-- National Instrument Exhibit, 
Shrine Exposition Hall, Los 
Angeles. 


.- National Builders’ Hardware 
Exposition, Kiel Auditorium, 
St. Louis. 


.. Advertising Specialty Na- 
tional Assn., Fall Specialty 
Fair, Palmer House, Chi- 


cago. 


19-24... Pennsylvania Industrial Ex- 
position, Farm Show Bldgs., 
Harrisburg, Pa. 


..- National Industrial Packag- 
ing & Materials Handling 
Exposition, Kingsbridge Ar- 
mory, New York. 


22-25..American Association of 
Textile Chemists & Colorists, 
Chalfonte-Haddon Hall Ho- 
tel, Atlantic City. 


22-Oct. 2..International Motor Ex. 


hibit, Frankfurt, Germany. 


26-29... National Advertising Indus- 
tries Convention, Morrison 
Hotel, Chicago. 


26-30... Atomic Industry Trade Fair, 
Sheraton-Park Hotel, Wash- 
ington, D.C. 


shows 





ea 


27-29..Electrical Progress Show, 
Convention Hall, Philadel- 
phia. 


29-Oct. 16..British Trade Fair, Co- 
penhagen, Denmark. 


October 


1- 5.. National Stationery & Office 
Equipment Assn., Conrad 
Hilton, Chicago. 


l- 6.. Baking Industry Exposition, 
Convention Hall, Atlantic 


City. 


2- §..Public Works Congress & 
Equipment Show, Audito- 
rium, Milwaukee. 


3- 5..National Electronics Con 
ference, Sherman Hotel, Chi 
cago. 

+ 


3- 5..Paint Industries Show, Sta 


ler, New York. 


10-13... National Office Management 
Exposition, Auditorium, At 
lanta, Ga. 


11-15..Society of Automotive En 
gineers, Aircraft Engineering 
Display, Statler, Los An 
geles. 


13-16... Audio Fair, Hotel New 
Yorker, New York. 


17-21... National Hardware Show, 
Navy Pier, Chicago. 


17-21... National Metal Exposition & 
Congress, Convention Hall, 
Philadelphia. 


17-21..43rd National Safety Con- 
gress & Exposition, Chicago. 
Industrial safety sessions 
scheduled for Conrad Hilton, 
Congress, Morrison & La 
Salle Hotels. 


18-21 .. National Builders Hardware 
Exposition, Kiel Auditorium, 
St. Louis. 

24-26... National Motel Show, Mor- 
rison Hotel, Chicago. 

24-28..National Business Show, 


69th & 7lst Reg. Armories, 
New York. 











ORGANIZE 


YOUR DAY 
THIS 


EASY 


WAY 


LIST DAY'S 
dUTIES 
EACH 
MORNING f 


+ 














Actual size: 
4%q"x%11" 


Put it down in writing on this handy 
columnar ... “To Do — Today”... 
and you'll do it! It screams for atten- 
tion. Used by advertising agencies, ad 
departments and many others . . . so 
effective that they're going like hot 
cakes. Order today! 


A Year's supply for only $2.95. 
12 pads, 30 forms to a pad. 
Postage Paid . . . You'll Love ’Em! 


TODAY’S MERCHANDISING, INC. 


506 Com'l Bank Bldg. * Peoria, Illinois 














BLAST FURNACE AND 
STEEL PLANT 


—A monthly semi-technical business paper 
devoted to articles concerning the making 
and rolling of steel. 

Read by the executives and key operating 
officials of the steel plants in all parts of 
the world. A.B.cC. — A.B.P. 


STEEL PROCESSING 


—A monthly semi-technical business paper 
devoted to articles on Forging, Heat 
Treating, Stamping, Forming and Welding. 
Read by the executives and key operat- 
ing officials in steel processing plants 
throughout the world. B.P.A, 


WATKINS CYCLOPEDIA OF 
THE STEEL INDUSTRY 


—Published biennially. 
Contains articles of semi-technical nature 
relating to steel making, rolling and steel 
processing. 
Advertising rates on any of the above on request. 


Directory of Iron and Steel 


Plants 


—Published annually. 
Price $15.00 postpaid. 
Add 15¢ Sales tax if located in Penn- 
sylvania 


Directory of Steel Processing 


Plants 
—Published biennially 
Price $15.00 postpaid. 
Add 15¢ Sales tax if located in Penn- 
sylvania 





Publishers 
STEEL PUBLICATIONS, INC. 
624 Grant Building 
Pittsburgh 30, Pennsylvania 





August 1955 /131 











top 








wy 


for 


A monthly discussion, 
in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 





What is your ‘most memorable’ sale? 
Company presidents tell their stories 


What are the key problems of making an important industrial sale and how do you solve 
them? One good way to find out would be to sit down with some company presidents and 
ask each one io tell about his company’s most memorable sale, and how it was made. 
That may not be easy to do, so Industrial Marketing has done it for you. IM editors asked 
corporate executives in many industries to tell us the story of their “most memorable sale.” 


Their stories are so varied and so full of insight into key factors . 


. the number of people 


who influence one purchase, the importance of that first sale in a new market, the influ- 


ence a small sale can have on future big ones . 


. that the executives’ comments are con- 


tinuing in IM. Some were quoted here last month, more appear below and still others, 
with additional sales pointers, will run in the next IM forum. 





By E. P. Bailey 
President 
National Airoil 
Burner Co. 





Philadelphia 


® OUR EQUIPMENT is all of a nature 
that can readily be used by any 
competent combustion contractor, 
but it is also used in a good many 
difficult technical situations. Sev- 
eral such situations have from time 
to time received my attention after 
having been fully set forth by our 
engineering salesmen. The one to 
which I refer below is factual but 
also typical. 

We had made a small sale to a 
large petroleum refinery. Because of 
the size of the customer, and our 
knowledge that they could use a 
great deal of our equipment, I 
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thought it well to make them a per- 
sonal call. 

As I have always considered it 
wise not to cross wires with our en- 
gineering salesmen, I called at the 
company’s executive headquarters 
about 50 miles from the plant, and 
asked to see the vice-president in 
charge of purchases. He welcomed 
me and after pleasant greetings I 
mentioned that this certain plant 
had some of our equipment .and I 
would like to have the opportunity 
of observing it to assure that it was 
having optimum use. He readily 
acquiesced and suggested that I ride 
to the plant in his company’s private 
conveyance. He also advised the su- 
perintendent of the plant that I was 
about to call. 

The superintendent had before 
him an unfavorable report on the 
equipment but permitted me to go 
with his assistant to observe the 
equipment in operation. It proved to 





bee Bs Sh RS, 





be erroneously installed and it was 
not difficult to show him the error. 
The erroneous installation was cor- 
rected, after which the assistant su- 
perintendent and I discussed all the 
other combustion matters in the 
plant. The ultimate result was ag- 
gregate sales exceeding $72,000 and 
the retention, to date, of a very 
valuable customer. 

The several persons who were in- 
strumental in passing on the equip- 
ment were first the “finger operator” 
of the equipment; second, the assist- 
ant superintendent in charge of the 
particular operation; third, the su- 
perintendent of the plant; and 
fourth, the vice-president in charge 
of purchases. 

It has always seemed to me that 
when it becomes desirable for a 
chief executive to make a sales call 
he should not visit immediately the 
person upon whom his engineering 
salesmen have previously called but 
should confer with the higher ex- 
ecutive of the purchasing company 
in order to get proper introduction 
to the management of the plant. 

It is naturally difficult for a per- 
son in local authority, who has made 
up his mind and transmitted his de- 
cision to headquarters, to make a 
change in his opinion, and it is 
human that he should not wish to 
have persuasive arguments made to 
him to the contrary. However, a 
factual demonstration is always 
gladly received. 

It has also been my observation 
that any chief executive welcomes 
a visit from the chief executive of a 
company who desires to do business 









with his firm, and that the welcome 
sign is usually out when such a call 
is made. 


By G. L. Hudson 
President 
Western Railroad 
Supply Co. 
Chicago 


® OUR COMPANY OPERATES in the 
railway supply industry, which is 
subject to wider cyclical swings than 
almost any other industry in the 
country. Like other companies in 
our field, we are seeking to build 
additional volume in other lines. 
As the world’s largest manufac- 
turer of automatic railroad crossing 
and bridge approach gates, it was 
natural to try to develop a new 
field for automatic gates and we 
perfected the new WRRS electric 
parking gate designed for operation 
of flat rate parking lots without 
labor. Additional fields were found 
to be hospitals, schools, department 
stores and factories, for operation of 
parking lots restricted to a com- 
pany’s own employes or customers. 
However, in seeking to build a 
distributor organization, we found 
that although the parking business 
is the fastest growing business in 
the country, there are no distributors 
set up to serve this field primarily. 
We decided to launch an advertis- 
ing campaign designed to obtain 
leads and sign up distributors at the 
same time. In doing so we fell back 
on a tested formula which we have 
used in the past very successfully. 
This formula is to take full advan- 
tage of the many fine services of- 
fered by business publications. 
First, our agency, Merrill, McEn- 
roe & Associates, released publicity 
on the new gate and photographs 
and articles were run by 75 publi- 
cations. Secondly, we ran advertis- 
ing in several publications covering 
these various fields. Third, and most 
important, we obtained reprints of 
our trade paper advertising and sent 
“come on” letters with reprints to 
the mailing lists of several of the 
publications. We find these publica- 
tion lists are always extremely ac- 
curate and have almost 100% de- 


livery. We always believe in the 
use of advertisement reprints with 
letters, as they establish confidence 
and we find them more effective 
than folders. 

As a result of this campaign, at 
the end of the first eight months we 
have a national group of 32 well- 
rated distributors, almost 3,000 leads 
and a rapidly growing volume of 
sales for our new Parking Gate 
Division. 


By R. J. Wilkie 
President 
The DoAll Co. 


Des Plaines, IIl. 


™ OUR MOST MEMORABLE Sale was 
completed just a short time ago with 
the shipment of the second special 
automatic die sawing machine and 
its companion piece, a die filing 
machine, to the Aluminum Co. of 
America, Lafayette, Ind., for use in 
connection with the Air Force heavy 
press program. 

It was not great dollarwise com- 
pared with many orders that we 
have filled for a quantity of stand- 
ard machines, but it was intensely 
interesting because of the magni- 
tude of the problem that it solved 
and the opportunity it gave us to 
work out on a heroic scale some 
principles of automatic contour saw- 
ing that we had been mulling over 
for some years. 

Furthermore, the progress of the 
sale, from the first call by our sales 
representative to final approval by 
the customer after installation and 
test of the equipment at his plant, 
might be termed classic in its simi- 
larity to an ideal sales problem and 
solution as found in academic texts 
on selling and marketing. 

Aluminum extrusion presses in 
the 15,000-ton and up class produce 
extrusions of fine cross-section and 
intricate outline, though the total 
area may be large. However, the 
dies and associated backup plates 
will most certainly be large and 
heavy, some die members weighing 
as much as five tons. 

The DoAll Co. is a specialist in 
the variety and refinement of the 


band machines it manufactures for 
standard tool room die work and it 
was not unexpected that Alcoa 
would present this extraordinary die 
making problem to a DoAll repre- 
sentative. The inquiry was, of 
course, relayed to our engineering 
department where the germ of an 
idea had been developing for a nest 
of tables whose combined motion 
would be electronically controlled 
and vectorially resolved to permit 
the sawing of complex contours, 
either under the direction of an op- 
perator or from a pre-punched tape. 
Preliminary sketches were made and 
a wooden model constructed to pre- 
sent to Alcoa and the Air Force. 

There followed a lapse of time, 
during which we supplied more de- 
tails and our prospect investigated 
all possible alternatives for accom- 
plishing the work. As their investi- 
gation progressed, it became appar- 
ent that ours might be the best so- 
lution .. provided, of course, that 
our ideas could be realized. During 
this period, in addition to completing 
the engineering on the sawing ma- 
chine, we designed a companion fil- 
ing machine to file the dies to exact 
contour after sawing. We received 
an order for two contourmatic saw- 
ing machines and two filing ma- 
chines. The first sawing machine 
was completed a year after we re- 
ceived the order, and to everyone’s 
delight, the machine functioned 
perfectly exactly as visualized 
years before. 

The band machine was shipped to 
Alcoa and was quickly placed in 
operation. Since that time the second 
sawing machine and both filers have 
been completed and installed. These 
machines are now in operation, sav- 
ing hundreds of dollars each time 
they are used. As so often happens, 
they have found many jobs other 
than extrusion dies that are ideally 
suited to the new equipment. They 
found the sawing machines to be so 
fast and accurate in the cutting of 
thick sections of material that they 
are used on stretcher dies. 

What could be more satisfying? 
A complex problem . . a revolution- 
ary solution proposed . . suspense . . 
an order received . . the completion 
of a machine that outperforms our 
best hopes and, finally, a satisfied 
customer. * 
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Written and read by 
top oil executives 








For “Oil Equipmert Specifying & Buying Re- 
sponsibility”’ and other literature, write to 
The Oil Forum, P.O. Box 388, Ft. Worth, Texas. 








if you wish to reach the 


coal trade use 





CHICAGO 
Manhattan Bidg. 


NEW YORK 
Whitehall Bidg. 


for over 69 years the leading 
journal of the coal industry 





Case Histories 
on products in use 


Photographic and reporting 
assignments covered throughout 

North and South America 
for advertising, editorial or 
or write research purposes 


SICKLES Phale- Keep SERVICE 


38 PARK PLACE * NEWARK 2, NEW JERSEY 







phone 
MArket 2-3966 








medium to reach over 13,000 sheet 
metal, ventilation and warm air 
heating contractors. See indus- 
trial Marketing Data Book 


Snips Magazine 


S707 WEST LAKE STREET CHICAGO 44, ILLINOIS 


at Your 
Fingnrtips 


MEDIA AND MARKET FACTS 
FOR BUILDING YOUR 1956 
SCHEDULES 


. see the hundreds of pages of 
data covering 69 primary markets 
— specifications, rates and circula- 
tions of the 2,400 business papers 
serving U. S. and Canadian industry 
— and the factual presentations of 
200 leading publishing organizations 

. in your 


1956 INDUSTRIAL MARKET DATA & 
DIRECTORY NUMBER 
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by Paul Busey, May, 1955. 10c 
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Put oe at top of ad, ene boom at International 





Reprints of editorial features 
are offered here as a special 
service to IM readers. Please 
send number and name of 
article with exact amount in 
coins, stamps or check to: The 
Editor, Industrial Marketing, 200 
E. Illinois St., Chicago. 


Sorry, we can’t handle credit 
orders under $1. We'll be happy 
te bill you for larger sums. 


How SIC can give you os cost Bw spon of reaching markets 
M 


by Nathaniel R. Kidder 


How to know today how much you will sell tomorrow 


by Robert E. Randel, January, 1955. 35c 


Agencies break record again, place 508,788 pages in business papers in ‘54 


April, 1955. 40c 


‘Droodles’ help sell Inland Steel's creosote oil 
by Merle Kingman, March, 1955. 35c¢ 


How to get distributors excited about your product 
55. S0c 


by Morris B. Rotman, February, 19 


How SIC can match media with ae ay ree toca 


by Kenneth L. Walters, February, 1955 


. fast 


Board chairman surprise choice as Advertising Man of ne 


Copy Chasers, including article by Walter P. Paepcke, 


What do you need most to be an advertising manager? 


cA 


November, 1954. 25¢ 


by Robert G. Hill, 


Can you use inquiries as a gage of ad readership? 


by Howard G. Sawyer, December, 1954. 40c 


Business paper volume to rise 5% to a 000,000 in 1954 
54 


by Angelo Venezian, December, 1954 


How direct mail can help make your ads more effective 


by Richard E. Tirk, November, 1954. 25¢ 


cena 1955. 75¢ 


Unusual shape of business paper ad attracts notice to Buchanan 


November, 1954. 10c 


A portfolio . award-winning industrial advertising campaigns 


September, 1954. 75c 


RCA’s quality control campaign 
by E. T. Jones, August, 1954. 35c 


The sales engineer is losing orders, if he doesn’t use ads 


by Bernard Lester, May, 1954. 10c 


Agencies iggy * record in 1953, place 506.777 pages in business papers 
4 


April, 1954 


Before and after . . 
by Howard G. Sawyer, December, 1953. 50c 


Which ad attracted more readers? 


what have we learned from Readex? 


A selection of Starch scored ads from Industrial Marketing's monthly feature. $1.00 


Sales promotion ideas 


A selection from Industrial Marketing's monthly department. 75c 


IM ons to a trade show. . 
July, 1953. 75c 


You are now entering the industrial merchandising eral 


by G. D. Crain, Jr., May, 1953. 25c 
How industrial advertising paid o 


and learns about exhibiting 


An NIAA study of 17 case ¥ ae hang June 1951-Dec. 1952. 5S0c 


How to know when to use manufacturers’ agents 
by Thomas A. Staudt, Oct., 1952. 50c 


How to live happily with your agency 
by Howard G. Sawyer, April, 1952. 25c 


Salaries of industrial ad managers rise in 
Median industrial advertiser spent $150. 
by Bob Aitchison, Nov. and Dec., 1951. 25c 


A guide to better publici 


i. ll years . 


ty 
by members of’ the Industrial Publicity Association, New York. 75c 


How to measure results of industrial advertising 
by William A. Marsteller, May, 1949. 25c 


How can I find what type to use? 
by A. Raymond Hopper, April. 1948. 25c 


Market research combats —S ies costs 
by Richard D. Crisp, Feb 
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*Advertisers’ Research Service .. 
*American Artisan 
American Builder 
*American Ceramic Society 
*American City, The 
*American Institute of Electrical 
Engineers 24-25, 114 
*American Institute of Mining and 
Metallurgical Engineers .. 24-25, 40 
American Lumberman & a 
ing Products Merchandiser .. 
*American Metal Market 
*American Society of Civil Engi- 
neers, The 24-25, 55 
*American Society of Mechanical 
Engineers 24-25, 66 
*American Society of Tool Engi- 
neers, The .. Insert Between 40-41 
American Telephone & 
Telegraph Co. 
Annual Meat Packers Guide .... 41 
*Appliance Manufacturer 
*Applied Hydraulics 
*A.S.M.E. Mechanical Catalog 
and Directory 24-25, 66 
Associated Business Publications, 
The 124-125 
*Associated Construction 
Publications 
Automation 


*Bacon’s Clipping Bureau 

Black Diamond 
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*Boxboard Containers 
*Brick & Clay Record 
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*Business Newspapers Association 

of Canada 

Business Week 
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*Chase Publications, Dana 
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*Chemical Engineering Catalog . 
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Progress , 
*Chemical Materials Catalog .... 
Chemical Processing 
Chemical Week 
*Chilton Publications 
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Clark-Smith Publishing Co. 
Cleaning and Laundry Age .... 
Coal Age 2nd Cover 
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*Commercial Refrigeration & Air 
Conditioning 
*Composite Catalog 
Insert Between 32-33 
*Conover-Mast Publications, Inc. 
16-17, 
Facing Page 105, 4th Cover 
*Conover-Mast Purchasing 
Directory Facing Page 105 
*Construction - 
*Construction 
*Construction 
Construction 
4th Cover 
News eatcony A 


Construction 
*Constructioneer 
Contractors’ Electrical 
Equipment 


*Daily Journal of Commerce .... 
*Dairy Industries Catalog 
Design News 


<*Electrical Engineering ... 


*Dixie Contractor, The 
*Domestic Engineering Catalog 
Directory 116-117 


*Electric Light & Power - 
24-25, 114 
Electrical Manufacturing 

*Electronic Equipment 

Engineering News-Record .... 


*Factory Management & 
Maintenance 


*Flow’s Material Handling 
Illustrated 

Food Business 

*Food Engineering 

Food Processing 


Gage Publishing Co. 
General Exhibits & Displays, 
Inc. 
*Gulf Publishing Co. 
Insert Between 32-33 


*Haywood Publishing 
Co. 


*Heating, Piping & Air 
Conditioning 
Heinn Company, The 


*Ice Cream Review, The 

*Industrial Equipment News .... 

*Industrial Heating 

*Industrial Maintenance and 
Plant Operation 

*Industrial Packaging 

*Industrial Press, The 

*Industrial Publications, Inc. . 

*Industrial Publishing Group, The 

*Industry & Welding 

*Institute of Radio Engineers, 
Inc., The 

*Iron Age 

*Iron & Steel Engineer 


*Jenkins Publications, Inc. 
*Johnson, Inc., Franklin H. 
Journal of Metals 


*Keeney Publishing Co. 


*Lumberman, The 


Machine Design 
*Machinery 
*MacRae’s Blue Book 
*Maintenance Publishing Co. 
Marsteller, Rickard, Gebhardt 
and Reed, Inc. 
*Materials & Methods 
*McGraw-Hill Publishing Co., 
MM cca 2nd Cover, 6-7, 28-29, 
34-35, 57, 78-79. 88-89, 96-97, 102-103, 
Insert Between 104-105, 113, 122-123 
*Mechanical Engineering .. 24-25, 66 
*Michigan Contractor & Builder 84-85 
*Mid-West Contractor 
*Milk Dealer, The 
*Milk Products Journal, The .... 
*Mill & Factory 
*Miller Freeman Publications ... 
*Mining Engineering 
*Mining World 
*Mississippi Valley Contractor . 
*Modern Industrial Press, The .. 
*Modern Railroads 


National Business Publications, 
Inc. 
*National Provisioner, The 


*New England Construction .. 84-85 


*Occupational Hazards 

Oil and Gas Equipment 

Oil and Gas Journal, The .... 
*Oil Forum, The 

*Olsen Publishing Co., 


*Pacific Fisherman 

Pacific Laundry & Cleaning 

Journal 
*Pacific Work Boat 

Penton Publishing Company, 

The 
*Petroleum Engineer, The . 
*Petroleum Processing 
Petroleum Publishing arene 

Inc. 
*Petroleum Refiner 

Insert Between 32-33 
Petroleum Week 
*Pipe Line Industry .... 
Insert Between 32-33 

*Pit and Quarry 130 
*Plumbing & Heating Business . 127 
*Precision Metal Molding ....... 2 
*Proceedings of the I.R.E. ...... 100 
*Product Design & Development 11 
*Product Engineering ot 7 
*Pulp and Paper 

Purchasing oo oe 

Purchasing News 

Putman Publishing Co. 


*Refinery Catalog, The 
Insert Between 32-33 
*Reinhold Publishing Corp. 
60, 61, 106-107 
*Rocky Mountain Construction . 84-85 
Rogers Publishing Company . 49-51 


*Saturday Evening Post, The .. 95 
Sea 108 
Sickles Photo-Reporting 

Service ey gy 

*Simmons-Boardman Pub. Corp. 45 

*Smith, Inc., Harry W. 

*Smith Publishing Co., W.R.C. 

3rd Cover 

*Snips Magazine 
Southern Hospitals 

*Southwest Builder & 

Contractor 

*Steel Processing 

*Steel Publications, Inc. 

*Sutton Publishing Co., Inc. 


*Texas Contractor 
*Textile Industries .... 
*Textile World 
*Thomas Publishing Co. . 
*Thomas Register 
Time, Inc. 
Today’s Merchandising, Inc. 
*Tool Engineer, The 

Insert Between 40-41 


3rd Cover 
. 96-97 
a 


*Vance Publishing Corp. 
Vision, Inc. 


*Wall Street Journal 

*Watkins Cyclopedia of the Steel 
Industry man 

*Welding Illustrated .. 

*Western Baker 

*Western Builder ; 

*Western Canner and Packer ... 108 
Western Metals eo. ue 4@ 

*Wood and Wood Products 18 

*World Oil .. Insert Between 32-33 


*For detailed reference data see The Annual Market Data and Directory Number 
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IN 1925 


UNIVERSAL 
VIBRATING SCREEN 


RAN THEIR FIRST ADVERTISEMENT 
IN BRICK & CLAY RECORD 


Today, 30 years 

later, Universal Vibrat- 

ing Screen Company is still 

a “satisfied customer’—using 

BRICK & CLAY RECORD’s 

pages to carry their sales messages 
to this specialized market. 

The long list of B & CR’s similar 
long-time advertisers is the best evi- 
that both media and market 
“measured up” through the 


dence 
have 
years. 
Booming and buying as never before 
today, this sales-sensational market 
can spark your sales curve to new 
highs. 


Write for com- 
plete NEW NIAA 
Analysis of the 
expanding market 
for brick and clay 
products. 


—————— 


Brick ‘Clay ; 
Record | 


Brick & Clay Record 


5 SOUTH WABASH AVE., CHICAGO 3, ILLINOIS 











brings latest news 
of mining progress 


COAL 


Each issue of Coal Mining is 
eagerly read by top coal men for 
the latest news about methods, 
equipment and personnel. For 
example, its continuing reports 
on the importance of mine auto- 
mation are winning increased 
readership and enthusiastic en- 
dorsements of top men in anthra- 
cite and bituminous. 

To sell men who buy wherever 
coal is mined . . . advertise in 
Coal Mining. pene 


- COAL MINING — 


4575 Country Club Drive « Pittsburgh 36, Pa. 
Serving the coal industry since 1899 
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| 


Which ad 


attracted 





| Robert S. Muller. . 


McGraw-Hill 


| former 


more readers? 


= THE Clarage ad not only at- 


tracted twice as many readers as 


| the Buffalo Forge ad, it got over 
| twice as many thorough readers. 


Both ads have some distracting 


| elements. Fortunately for Clarage, 
| the simplicity of the headline, illus- 
| tration and copy kept the gray lines 
| from overpowering 
| value of the ad. 


the attention 


The Buffalo Forge ad, unfortu- 


| nately, had elements which were 
| not only distracting but cluttered. 
| Reverse print usually does not pro- 


Buffalo Forge 


Noted 


Below is 
the answer 
to the problem 


on page 128 


mote readership, nor does the extra 
color when it does not help to add 
realism. Drawings generally do not 
produce as much readership as 
photographs. 

The small picture of the Buffalo 
fan does not have the clarity that 
the Clarage illustration has. Also, 
the arrow leads the eye from the 
incomplete headline to the picture 
of the fan instead of to the com- 
pletion of the headline. 

The scores, reported by Daniel 
Starch & Staff, Mamaroneck, N.Y.: 


Clarage 


Seen- 
Assoc. 


Noted 





% of Readers 


10% 





Cost Ratios 


TW) Noted denotes the percentage of 


readers who, when interviewed, said they 
remembered having seen an ad—whether 
or not they associated the ad with the 
name of the product or advertiser. 


Ss) Seen-Associated denotes the per 
cent of readers who said they remembered 
seeing the ad and associated it with the 
name of the product or advertiser. 


'R) Read Most denotes the per cent of 


14] 


readers who read 50% or more of the 


copy. 


Cost Ratio tells the relationship between 
the cost per hundred readers (who “noted,” 
for example) for a specific ad and the 
corresponding median average cost for 
all the ads in the same issue. A ‘’Noted” 
cost ratio of 175, for example, would mean 
that the ad “stopped” 75% more readers 
per dollar than par for the issue, par being 
100 and representing the median average 
cost. Thus a cost ratio above 100 is above 
100 is below average. 


average; below 





Media changes. . 


begins on p. 127 


Dwight Jennett . . former West Cc 


resentative for Construction Equipment 


New York, is now Pacific manager. 


former sales manager 
Chemical Engineering and Chemical Week 
Publishing Co., New York 


has been named advertising director of 


| the two publications, and Steven J. Shaw. 


district manager in Chicago for 


Muller 


Chemical Week, has been appointed ad- 
vertising sales manager of the publications. 





Measure it any way 
you want to... 


Textile Industries gives you more mill coverage 


For a revealing analysis of a business magazine’s 
coverage vitality, check the altitude on the stack 
of inquiries which advertisers receive from that 
publication. 

Last year TEXTILE INDUSTRIES’ “Helpful Book- 
lets” feature drew 13,722 such inquiries. Thou- 
sands more went direct to manufacturers, whose 
addresses are given with every piece of literature 
listed. Advertisers tell us that no other textile pub- 
lication matches this performance. 


and more reader response 


This more responsive readership is a result of 
TEXTILE INDUSTRIES’ sensible coverage plan—paid 
circulation plus Directed Distribution. 

The plan gives advertisers the largest mill cir- 
culation available—readership by the buyers in 
mills with 99.9% of all spindles in the U.S.A... . 
99.6% of all looms...98% of all knitting machines 
...91.4% of all dyeing, bleaching and finishing... 
and 100% of all synthetic fiber production. T.I. is 
your basic medium for reaching all textiles. 


Textile Industries 


806 Peachtree St., N. E., Atlanta 5, Georgia 
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To give equipment sales a “Big Push” 
you need CONSTRUCTION EQUIPMENT Magazine 


CONSTRUCTION EQUIPMENT serves your most impor- 
tant customers and prospects—the men who buy 
and use construction equipment and materials. In 
CONSTRUCTION EQUIPMENT you get the best coverage 
of these buying influences available in the fast- 
changing construction market! Here’s why. 
CONSTRUCTION EQUIPMENT readers are hand-picked 
as identified buying influences by over 1,200 field 
salesmen, representing 104 distributors of construc- 
tion machinery, materials and supplies. Each of these 


The Equipment Application Magazine 


N BP, 


A CONOVER-MAST UBLICATION 





205 EAST 42nd STREET 





salesmen is a local market expert who knows the 
buying influences personally. 

This is the unique Conover-Mast Franchise Circu- 
lation Method. It pays off for you in inquiries and 
sales. We can quote you examples by the dozens of 
advertisers who have given their products the big 
sales push in CONSTRUCTION EQUIPMENT. 

Like to hear the whole story of what CONSTRUCTION 
EQUIPMENT can do for your sales? Write, wire or phone 
your CONSTRUCTION EQUIPMENT representative. 


Construction 
Equipment 





NEW YORK 17, N. Y. 


Offices: Chicago * Cleveland « Los Angeles * Washington 





